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To the gentleman who 
dons the felt shoes 


The gentleman who dons the felt foot- 
wear and steps into the windows of your 
establishment engaged in the difficult art 
of trimming them successfully, will give 
three cheers for the new window displays 
created this year for 1847 ROGERS BROS. 
Silverplate. 


For here is color ... and beauty ... and 
attention-value . . . all ready to brighten 
the windows and lighten your stocks. 


Brilliantly beautiful displays in key with 
the national advertising. Produced to 
tie-up this advertising to your store... 
to your windows and your counters... 
and your cash register. 


Write to the Sales Promotion Dept., 
International Silver Company, Dept. E, 
Meriden, Conn., today for your displays, 
and for booklet JH. They’re free, of course. 


Cold Meat Fork, $2.50, 3-piece Tea 
Set, $65.00, Red-and-Silver Tray 
No. 883M, $47.15. Ambassador Pat- 
tern, Knives with Mirror Finish 
Stainless Blades. Prices Retail. 





1847 ROGERS BROS: - 


SILVEA PLATE 
SILVER £0 





AL 





J INTERNATIC 


HARDWARE AGE, ore weekly by the IRON AGE PUBLISHING C©O., 239 West 39th Street, New York, N. Y., U. S. A. Entered as second 
class matter May 22, 1913, at the Post Office at New York, under the Act of, March 3, 1879. (Printed in U. S. A.) $3.00 per yeur. Single copies 
25ce. each. Vol. 124, No. 2 
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EAGLE FLATTING OIL 


comes in these 3 convenient 
SIZES wu 








FSO ON eR BST 
VA Digit RRA cae 


ONE-QUART CAN ... A convenient size for small jobs. Just about 
enough to flat a 12% pound pail of Eagle White Lead—or fora 
small job of glazing, bronzing or enamel undercoating. 

Equipped with Upressit cap. 


ce ONE-GALLON CAN... Aconvenient quantity to take along on the 
% average job—one or more cans, to be opened as needed. The 
Upressit cap is important. Opened in an instant, closed 
airtight again by the simple pressure of the 
thumb after you pour off the quantity 

2 you want. 


FIVE-GALLON DRUM....Theself-contained spout of this steel drum, 
which lifts out after Upressit cap is opened, eliminates spilling 

and slopping over, and is quickly appreciated by paint- 

ers familiar only with the ordinary package. 
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—with these 
important advanta ges 


1 When used with Eagle White 
Lead, it dries to a beautiful, gloss- 
less flat finish—easily washed. 
For all types of interior = 
of walls, ceilings or woodwor 
... for plain flat or eggshell 
finishes, tiffany, mottled, etc. 





2 Does not show brush marks. 


3 Mixed with a little spar varnish it 
makes an excellent bronzing 
liquid either with aluminum or 
bronze powder. 


4 When mixed with any high 
— varnish, that really dries 
at, it makes an excellent glazing 
and blending liquid for tiffany 
effects— because it sets slowly. 


5 Makes a fine undercoating for 
enamel when used with Eagle 
White Lead, Heavy Paste. 





6 Comesin quart and 1-gallon cans 
and 5-gallon drums. All packages 
equipped with easily-opened 
“Upressit” caps. 


THE EAGLE-PICHER LEAD COMPANY 


134 North La Salle Street, Chicago 1 
ge 
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Try This Idea and 
Sell More Kampkooks 


Tell your customers what a wonderfully con- 
venient picnic stove the American Kampkook 
is. Suggest its use as a picnic stove in your 
window displays and newspaper advertising 
and see your Kampkook sales grow. 


The American Kampkook is America’s favor- 
ite camp stove—used by more motor campers 
than any other stove. But even more Kamp- 
kooks are used for week-end outings, holiday 
picnics, picnic suppers, beach parties, etc. 


Kampkook No. 8, shown here, has a large 
cooking top, built-in folding oven, two-quart 
detachable safety fuel tank with large filler 
opening, hand operated filler plug and built-in 
pump. Ring type burners won’t clog and 
it’s wind and weather-proof. 


There are four additional two and three 
burner models in the Kampkook line—one for 
every purpose and purse. Full particulars 
and name of nearest jobber sent on request. 


Write for window and counter displays, fold- 
ers, movie slides, electros and other free sales 


helps. 
American Gas Machine Company, Inc. : 
MAIN OFFICE AND FACTORIES . ALBERT LEA, MINN. # 
EASTERN BRANCH 78 Reade St., NEW YORK, N. Y. 4 
WESTERN BRANCH 4242 Hollis St., OAKLAND, CAL, 


AMERICAN. 


KAMPKOOK 


AMERICAS FAVORITE CAMP STOVE 
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IMPROVED COMPASS SAW 
WITH REVERSIBLE BLADE 


INTRODUCED BY DISSTON 





VW os ¥-DISSTON & so 
ata ww ee curt re No 
Wi 





NOW comes a new Disston Com- 
pass Saw. New in design, con- 
struction, and workmanship. More 
useful, more beautiful. A Disston 
invention, like most improve- 
ments in saw-making. 


New Locking Device 
This new Disston Compass 
Saw, No. 115-A, does away with 
screws, levers, etc., to tighten the 
blade. A plunger locks the blade 
in place. 





Plunger Adjustment—Two-thirds Actual Size 
*ATENT APPLIED FOR 


The blade and handle are so 
arranged that a slight pressure of 
the plunger releases the blade— 
plunger returns to position auto- 
matically. Plunger pin and sup- 
port pin fit snugly into slot in 
blade, and firmly lock in handle. 
Plunger is case-hardened to pre- 
vent wear. 

Blade Is Reversible 

Blade may be inserted with 
teeth down or with teeth up. 
Handle has square top, so it will 
not interfere with work when 
blade is used with teeth upward. 

This feature enables the user to 
do undercutting, to work in close 
quarters, and to make cuts easily 
in corners and in moulding, sid- 
ing, floor work, etc. 


Improved Handle 
Handle has large hand hole, un- 
usually comfortable. It has the 
beautiful new Disston weather- 
proof finish, which seals the pores 





of the wood, and prevents warping. 


No. 115-A handle is made of 
applewood. No. 115-R handle is 
made of rosewood. 


True-Taper Ground 


The blades are of Disston-made 
steel, with the improved Disston 
true-taper grind. The blade is 
graduated uniformly from the cut- 
ting edge to the back and from 
the handle to the point. The tooth 
edge is of even thickness from end 
to end. 

This accurate grinding, with 
Disston steel and temper, insures 
easy cutting. 


12- and 14-Inch Blades 


The new 115-A Disston Com- 
pass Saw is made with either 12- 
inch or 14-inch blades, toothed 8 
points to inch. These two lengths 
will answer your needs and make 
it unnecessary to carry other 
styles and sizes. 


Nail-Cutting Blades 





Many users of this compass saw 
will buy extra blades for cutting 
nails. The new Disston No. 1150 
Compass Saw Blade is specially 
tempered to cut nails. It is made 
in the 14-inch length only, and is 
suitable for use by plumbers and 
for other rough and heavy work. 


Order from Your_Jobber 


Your jobber now can supply Disston 
No. 115-A Compass Saws, sure to sell 
readily wherever they are stocked. 
Order from your jobber or use the cou- 
pon to get further information. 


wweeneenny 





| Henry Disston & Sons, Inc. 
| Dept. 1, Philadelphia, U. S. A. 
| Please send full information regard- ; 
‘ing your new No. 115-A Compass ; 

Saw. ' 








Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,’”” PHILADELPHIA, U.S. A. Canadian Factory, Toronto 









“The Saw 
Most Carpenters 
Use’’ 


NEW DISSTON HAND SAWS 
BOUGHT BY “HANDY MEN” 
FOR HOME WORK SHOPS 


Men who make a hobby of 
working with tools — the home 
“handy men” — often buy more, 
and better, tools than professional 
mechanics. 


Many merchants state that they 
sell many of the finest hand saws 
that Disston makes — the D-15 
Lightweight, with straight back, 
and the D-115, Regular Pattern, 
Skew Back, to amateur mechanics 
who want, and can afford to get, 
the best. 


Among the customers of every 
hardware store, there are many 
men, not carpenters, who realize 
that ,their home work shops are 
not complete without Disston 
Hand Saws. 


The new Disston Lightweight 
(Ship Pattern) models appeal 
strongly to amateur craftsmen as 
well as to mechanics. They can 
see that the lighter blades mean 
easier cutting; that the narrower 
blades save strength; and that 
Disston true-taper grinding gives 
better clearance. 


They know that Disston Steel 
and Disston Temper never have 
been equalled in a saw. They will 
buy where they see Disston Saws 
on display. 


In the new Disston line there 
are fifteen different models: eight 
regular patterns (Standard Width) 
Saws and seven Lightweight Mod- 
els. Your jobber can supply the 
styles that your trade prefers. 
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How Many Or Your Customers 
ArE Women? 


OF EVERY five customers who walk into a hardware 
store only two are women. All too often the wifely 
dollars go to the hardware counters of depart- 
ment stores or to the “5 and 10” across the street. 

These stores have made it easy for the women 
to buy. She finds what she wants right on the 
counter. She is saved the 


present a complete catalog of hardware items to 
the customer’s eye. 

Lupton hardware equipment follows the speci- 
fications laid down by the National Retail Hard- 
ware Association. Goods are grouped by a system 
that saves time for clerks and customers, and 

reduces the chances of sold- 





embarrassment of trying 
to describe an unfamiliar 
article. She can wander 
through the store and 
make her own selection. 
She buys without being 
rushed. 

Alert hardware dealers 
are modernizing their 








out items and unbalanced 
stocks. Lupton equipment 
is fire-resisting and vermin- 
proof. Low in initial cost, 
its investment value is 
unparalleled. 

Lupton engineers will 
gladly survey your busi- 
ness and recommend the 








stores with Lupton steel 
store equipment — shelves 
and counters so designed 
that they automatically 


Counter Merchandiser No. 796 — Effective small-item display. 
For wall fixture ledges and on old counter tops. Orange back- 


ground — green enamel sides. Mounted on four rubber feet. 


LUPTOn 


proper Lupton fixtures. 
Write to David Lupton’s 
Sons Co., 2211 E. Alle- 
gheny Ave., Phila., Pa. 


WHERE STEEL IS FUSED WITH SINCERITY 
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SS ¢ Atkins Profit 
Making Saws 


and Tools 


E illustrate some 

famous patterns of 
SILVER STEEL Crosscut 
Saws, Hand Saws, Circular 
Saws, Coping Saws, Hack 
Saws, Trowels and Files. 


They Are 
the Best Value 
for Your Money 











We are in position to 
supply you with “A Perfect 
Saw for Every Purpose,” 
including small Circular 
Rip and Cutoff Saws for 
electrically driven and 
bench machines. These 
saws will prove a new 
source of profit to the 
dealer. 











E. C. ATKINS & COMPANY 


Est. 1857—The SILVER STEEL Saw People 
Branches in all principal cities throughout the world 


Home Office and Factory, Indianapolis, Ind., U.S.A. 














Sy 
wt 








10 HARDWARE AGE for JULY II, 1929 






































pe 
Y 














GRAY-WICK 
has a pleasing 
GRAY Color 


12 Mesh, No. 33 gauge each way 

14 Mesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 


All brands of Wickwire Brothers 
Screen Cloth will be furnished 
this season in rolls of one piece 
each, also all brands will be furn- 
ished, in addition to 100 lin. ft. 
rolls, in 50 ft. and 25 ft. length 
rolls, without extra charge. 


Your Jobber 
will supply you 





GRAY-WICK 


“Gray-Wick may cost a little more, but—it is worth it” 


Weigh the Roll and 
Compare the Weight 


Every roll of GRAY-WICK Steel Wire Screen 
Cloth is made from FULL GAUGE WIRE. 


The 12 and 14 mesh cloth is made from No. 
33 gauge wire each way of the cloth. Watch 
out for cloth in which No. 34 gauge wire is 


substituted in place of No. 33 gauge wire’ 


one way. 


This substitution makes a difference of ap- 
proximately 10% in the weight. You can 
usually detect it by comparing the weight of 
GRAY-WICK with competing brands. 


But FULL GAUGE WIRE is only one reason 
for GRAY-WICK preference. GRAY-WICK 
is produced from rust-resisting Open Hearth 
Steel made in our own furnaces. The wire is 
drawn in our own mills. Every operation 
from raw material to finished product is done 
under our own supervision. 


To add to its life GRAY-WICK carries an 
extra heavy electro zinc coating enameled 
with transparent varnish. “Life insurance” 
is built into every roll. And every roll is 
backed by 50 years of experience. 
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that is NEW 


in money-making merchandise from the 
world over on display at the 


T the Leipzig Fall Fair, 


August 25th to 31st this | 


year, the merchandise pro- 
ducers of the world will exhibit 
the fruits of their art, their in- 
genuity, their inventiveness and 
their producing genius. Every 
Fall the Leipzig Trade Fair is the 
great clearing house for the 
world’s novelties and_ staples. 
What you see at the Leipzig Fair 
will be in shop windows, every- 
where in a few weeks. 

Every year from 175,000 to 200,- 
000 buyers from nearly every 
important country assemble here. 
Here they provide for their 
needs to meet the competition of 
their local markets. Here they 
buy the startling and fascinat- 
ing novelties that are so sought 
after everywhere. Last Spring 
more than 2000 American buyers 
found profit, and pleasure, too, 
at the Leipzig Trade Fair. If you 
have been here before you won’t 
want to miss the 1929 Fall Fair. 
If you have not visited it you 
won’t want to miss this opportu- 
nity, for here are to be pur- 
chased the goods that will be 
profit-leaders in the next months. 
10,000 exhibitors from more than 
20 countries will show their 
wares. Buying is easy and time- 
saving because products are 
classified in sections in 66 special 
feature buildings. You get a 
chance to see and compare be- 


fore making a final choice. 
Our Special Tour Offer 


To save you time and money, 
and to make your trip more 
pleasant, we offer “A  Save- 
Money Trip to the Make-Money 
Fair.” 


Leipzig Fall Fair 


August 25-31, 1929 








“Flite gre 
"lle ay 


‘& 


Buyers from all over the world mingle in this crowd at the 
Leipzig Trade Fair. 


4A 


This gives you 38 days, including 
the two ocean voyages, of pleasure 
and profit with all expenses paid, 
including passage in handsome 
cabin steamers, both ways, railroad 
fares, hotels, meals, auto hire, ad- 
missions to all places visited and 
commercial service at the Fair for 
only $595. The tour provides 3 


days in Paris, a day in Cologne, a 
day on the Rhine, a day in Frank- 
fort, 2 days in Dresden, 4 days in 
Leipzig and 3 days in Berlin. 
Then Bremen and home. A won- 
derful pleasure trip with 4 days for 
business that will pay a profit on 
the whole trip’s cost. 


The coupon will bring you complete information without obligation. 
As the number of passengers we can accommodate on the trip is 
limited we suggest immediate action. 


LEIPZIG TRADE FAIR 


For seven centuries the market place of Europe. 


Mail Leipzig Trade Fair, Dept. H-7 
this 11 West 42nd St., New York City 
Pl end me co of booklet ‘“‘A Save-Money Trip to the Make- 
coupon + evn Fair” with all information about profit possibilities, travel 
rates, itinerary, etc. 
for 
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PARAMOUNT! 


During the first five months of 1929 
Advertisers invested more dollars in 


HARDWARE AGE 


than in all other national hardware papers combined 
—plus a substantial margin 






646 
PAGES 


IN THE 224 PAPER 


403 
PAGES 


IN THE 3:4 PAPER 


Hl TT) 165 PAG ES Tm 


q Not for five months—nor for one year—but every yar HARDWARE 
AGE publishes more pages of advertising than all other national hardware 
papers combined. 


q This overwhelming preference for HARDWARE AGE by adver- 
tisers, expressed in coin of the realm, is a tangible appreciation of the com- 
pleteness, integrity and vitality of its editorial service, coupled with a bal- 
anced penetration on paid subscription into the key buying and selling factors 
of the trade. 


G Today the net paid circulation of HARDWARE AGE is at the peak 
since its establishment three-quarters of a century ago. It represents the 
largest circulation at the highest subscription price of any hardware paper in 
the country. 



















We strongly recommend that manufacturers and agency executives check their present 
or impending business paper programs with the practice of experienced advertisers 
reflected by these facts. 


HARDWARE AGE 


239 West 39th Street New York City 


ee A Charter Member A. B. P.. Ine. 


“A U—B—P PUBLICATION” 
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SHH 


No. 248 Bristle and Brass Wire 
Shot Gun Cleaning Brush 


“No. 246B Rifle Cleaning Brush 
25-50 Cal. 





8-20 Ga. 





No. 161 Loading and Cleaning Set 
10-28 Ga. 








portance of clean, smooth barrels in their 


T RAP shooters and hunters realize the im- 
shot guns and rifles. 


Union Cleaning Rods and Brushes do the job 
perfectly. They remove all pitting and corrosion. 
Very popular with gun users. Profitable sellers. 


Also Loading and Cleaning Sets, Target Re- 
volver Cleaners, Shell» Extractors, Rammers, 
Closers, Recappers and Decappers, Powder and 
Shot Measures, Wad Cutters, Loading Blocks, 
Calls and Whistles, etc. 


Ask your Jobber to supply you. If he cannot— 
write to us and we will refer you to the nearest 
Jobber who will. Send for Catalog No. 3. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 
Established 1854 Incorporated 1864 
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Blue innieds Black and Galvanized Seat: messi’ “wersoal Full Finished Sheets, 
Automobile Sheets, Formed Roofing and Siding Products, Tin and Terne Plates, Etc. 
Keystone Rust-resisting Copper Steel Sheets and Terne Plates are unequaled for con- 
struction work—industrial buildings, factories, airport buildings, hangars, shops, etc. 





eal HATTA ATAU — 


Modern Mills—Modern Methods 


The knowledge of expert research— 
The skill of long experience— 


These are factors of importance behind 
Sheets bearing this well-known brand: 


er. 





LL se 








in 


iti / ly J Ny 


(AMERICAN) Wf 






ET AND TIN Play 
H WK SHETCOMPANY "= 
: Min, 
> seTTS BURSE _ 


Se cs eS 1 
© MARK REG. U-5- pat.© 


STEEL SHEETS for Every Purpose 


For information write nearest District Sales Office: Chicago, Cincinnati, Denver, Detroit, New Orleans, 
New York, Philadelphia, Pittsburgh and St. Louis. Contributor to SHEET STEEL TRADE EXTENSION COMMITTEE. 





Ai 





St _ American Sheet and Tin Plate Compa my 4 















=i ii | General Offices: Frick Building, PITTSBURGH, PA. 
a aT Ny SUBSIDIARY OF 
i—=—ser UNITED STATES STEEL CORPORATION Biko —~ 4 # 
PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: Jose Bema ‘Service 
AMERICAN BripGE COMPANY CARNEGIE STEEL COMPANY ILuino!s STEEL COMPANY THE LoRAIN STEEL COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CycLonE FENcE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
AMERICAN STEEL AND WIRE COMPANY FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE COMPANY UNTVERSAL PORTLAND CEMENT COMPANY 


» Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. Lxfort Distributors—United States Steel Products Company, New York City 
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design. 
mmose and 
peripping 
sure posi- 
ip on stub- 
terminal 
fs. Slip joint pro- 
des great size 
Fange and capacity. 
Finished in nickel 
plate over copper. 
6 inch size only: 
retail, $1.00. 






WINNERS/ | 
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TO , és "= 
‘appeal to both householder . 
_-and professional mechanic. Read 
‘the descriptions given above. All 
are covered by Crescent guarantee 
of satisfaction to the customer or money 
back. Your jobber is stocked. Order thru him. 


CRESCENT TOOL COMPANY 
Jamestown, N. Y. 


CRESCENT itnctway TOOLS 


Made under the supervision of and guaranteed by the originators of the Crescent’Wrench 
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year ago, you couldn’t blame a woman for not 
being keen to discard her old clothes wringer 
and buy a new one; for a new one would have 
been pretty much like the old—excepting, 
perhaps, fora little more resiliency in the rolls, 
and a little fresher varnish on the frame. 






Unless she sees the new line of Modern Lovell Wringers, a 
woman isn’t likely to buy a new wringer before she really 
has to. So long as she doesn’t know of the vital improve- 
ments that have been made in wringer design and con- 
struction, she will use her old wringer indefinitely. 


But when she does see these New Modern Models, it’s an- 
other. story. How very old her old wringer looks then— 
how old-fashioned as well as aged. 


Then the woman is given a real reason—or several of them 
—for buying a new wringer, even though the old one 
hasn’t quite lived out its usefulness. 


Your jobber will supply you with the Lovell New Modern 
Models in the three styles shown. 


Write us for our Selling Help Sheet—showing folders, window and 
store displays and other aids which we furnish without charge 


LOVELL MANUFACTURING COMPANY 
' ERIE, PENNA., U.S. A. 





“The Better the Wringer 


LOVELL 
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the Whiter the Wash” 


WRINGHE 










© Lovell Mfg. Co.,1929 





AND WRINGER ROLLS 
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Ke ep sn Your Mind's Eye” 
hen Ordering Handles- 


The next time you purchase 
handles look for this copyright 
trade mark of Turner, Day and 
Woolworth. It is proof that each 
handle has been manufactured 
from choice _ selected hickory, 
turned and finished by skilled work- 
men and graded to a standard that 
is more rigid than ordinary stand- 
ards. 

Discriminating dealers and con- 
sumers have specified T D & W han- 
dles for more than 70 years. This is 
because T D & W handles are always 
uniform in quality. These buyers 
know too that T D & W service is 
always dependable. With factories lo- 
cated in nine states and Canada, Tur- 
ner, Day & Woolworth offers you a 
complete line from which you can 
select any type of handle you may 






need. 
Ask Your Jobber for Full Information on These Grades. 
White Hickory Handles Mixed Red and White Hickory Handles 
Longer than 24” Longer than 24” 
DANIEL BOONE GRADE: HERCULES GRADE: 
Superfine selection of all white, heavy weight, SECOND Extra selection mixed red and white, heavy weight 
GROWTH Hickory, a ganas handle. hickory, a perfect handle. 
PERFECTION GRADE SUCCESS GRADE: 
Extra selection all white, good weight hickory, a perfect Selected mixed red and white, good weight hickory, per- 
handle. mitting occasional slight blemishes. 
TRIUMPH GRADE: EAGLE GR « 


. . P — E ADE: 
uml ant ane ee eee ne aa Mixed _ and white hickory, with defects which do not 
‘ j injure’ utility. 


24” and Shorter 24” and Shorter 


" DAISY GRADE: 
Le eee white, heavy weight, SECOND Selected hickory, principally white, good weight, per- 
GROWTH hickory, a perfect handle. mitting some red wood or light streaks. Free from defects. 


PEERLESS GRADE: BEAUTY GRADE: 
Extra selection white, good weight hickory, permitting Principally white hickory, permitting some red wood and 
occasional slight streaks, free from defects. slight defects in grasp or eye end. 
The most economical distribution of Hickory Handles is through 
the retailer supplied by the wholesaler as proven by our 
experience of fifty years. 


5, WOOLWORT, 


INCORPORATED 












ESTABLISHED I8SS 


LouISvILLe, KENTUCKY 














PICK UP an Eveready Raytheon Tube, ER 227, for 
instance. See the unique, patented 4-Pillar construc- 
tion, imbedded at the bottom in a solid, four-cornered 
glass stem, and at the top anchored to a mica plate. 

Only Eveready Raytheon Tubes can use this 
4-Pillar construction. 

Now you can see why these tubes come to you with 
all their power intact, for the elements within have 
not been distorted by the bumps and jars of shipment. 
Your own men, handling the packages in your estab- 
lishment, cannot injure the tubes. The customer, 
carrying the tubes home, cannot injure them. 

You sell, and the customer gets, Eveready Raytheon 
Tubes that are as perfect as they were when they left 
the laboratory test-room at the factory. That means 
the greatest possible degree of customer satisfaction. 
It means a minimum of replacements. 

New Eveready Raytheon Tubes give the user a 
degree of radio service better than he has ever experi- 
enced. More volume, better tone, greater distance and 
quick action. Now is the time to sign up. 























READY FOR TELEVISION 


WE ARE pioneering in the development and produc- 
tion of tubes for television, talking movies and similar 
uses. The Eveready Raytheon Line, therefore, is 
complete, including not only all the standard receiv- 
ing tubes, battery and A.C. operated, but also Kino 
Lamps for television reception, and Foto Cells for 
transmission. 


And don’t forget that we developed and make the 
famous original gaseous rectifiers, Types BH and 
BA, standard in over 100 makes of “B” supply units. 
Production and sale of BH and BA tubes has never 
ceased. 


NATIONAL CARBON CO., INC., New York, N. Y. 


Branches: Chicago, Kansas City, New York 
San Francisco 


YOu, 


Unit of Union Carbide and Carbon Corporation 





Study this picture of the 
FIRST and ONLY 8-point supported, 


internally braced radio tube 


EVEREADY RAYTHEON 


SEE THIS exclusive 4-Pillar construction, 
cross-anchored top and bottom—eight points 
of support instead of four. No other tube is 
built like this 

Eveready Raytneons are protected by all 
fundamental tube patents, guaranteeing you 
against legal troubles, frozen stock, or canceled 
deliveries. But only Eveready Raytheon can 
use the structure shown here, because this 
construction is covered by patents controlled 
exclusively by Eveready Raytheon. 


































ERE ee Sa Me ke ee 
Nga tke DEE eee 
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Leadership 


C IS NOW recognized that Remington sets the 
standard by which cash registers are judged. 


Remingtons are made in many styles to suit all 
In the past eight years 


Remington has developed 
and produced more cash 


kinds of business. All are moderately priced, but 
each is the leader in its class. 


Take such a feature as the Flexible Amount register features than 
Keyboard found only on Remington Model A all other cash register 
Registers. On it you can register any amount with companies combined. 


one finger. It prevents split sales— incorrect regis- 
trations — loss of profits. Split sales cannot be 
avoided without this feature. Only with a 
Remington can you get all the protection a cash 
register can give. 








“THE ONLY WAY 
TO GET ALL THE REMINGTON FEATURES 
IS TO BUY A REMINGTON” 




























REMINGTON CASH REGISTER COMPANY, Inc. 
Factory and General Sales Office, lion, N. Y. 
Subsidiary of REMINGTON ARMS CO., Inc. 


Manufacturers of Remington Firearms, Ammunition 


and Cutlery Remington Model 436 


Cash Register 


emim gion, 











Cash kegisters 


© 1929 R. C. R. Co. 
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A NATIONALLY ADVERTISED LINE 
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THE SATURDAY LYENING POST ad 
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HEREVER the great trade journals of the world 
W are read, the name of Empire bolts, nuts 
and rivets and of Russell, Burdsall & Ward, their 
makers, have for years been well and favorably 
known. But so closely do these bits of metal touch 
the life of everyone, so intimately are bolts, nuts 
and rivets a part of every industry, that Empire 
advertising now extends to the readers of the great 
national advertising medium of America— the 
Saturday Evening Post. Every month its three mil- 
lion readers are told of the superior qualities of 
Empire bolts, nuts and rivets. The wise jobber and 


dealer reap the benefits. 


Russell, Burdsall and Ward 
Bolt A Nut Company 
PORT CHESTER, N. Y. ROCK FALLS, ILL. CORAOPOLIS, PA. 


Philadelphia Detroit Chicago San Francisco Los Angeles Portland Seattle 






BOLTS, NWES 
AND RIVETS 








[ae Ma ase a waa santo Saas 
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Will the Readers of Hardware Age 


help us to answer this question? 








This paragraphis torn from 
aletter written to Popular 
Science Monthly bya 
nationally known hard- 
ware manufacturer. 





How can 


DEMAND 
be created? 







We wish to get the opinions and ideas 
of readers of Hardware Age who are 
interested in this problem 


OPULAR SCIENCE MONTHLY 

has been stimulating the demand 
for tools, hardware and hardware 
products for years by publishing in 
its editorial pages practical, helpful, 
creative articles on how to do and 
make things with tools—do repairing 
around home. These things make 
customers for you. We want to do 
a better job. 


Let us send you a copy of Popular 
Science Monthly so that you can 
study it carefully — form your own 
ideas of it and tell us what you 
think of it. Will you send in your 
name and address? 

The manufacturers listed below have 
been advertising consistently in 
Popular Science, Monthly to help 
make sales for you. 


These manufacturers know that readers of POPULAR SCIENCE MONTHLY are the hardware stores’ best customers. 


Clemson Bros., Inc 
The Stanley Works 
J. H. Williams & Co 
Bemis & Call Co...... 


North Bros. Mfg. Co. 


Wooster Brush Co. 
Boston Varnish Co. (Kyanize) ... .Boston, Mass. 
W. B. & J. E. Boice 
Electro Magnetic Tool Co.......... Cicero, Iil. 
Detroit White Lead Works. 
Parks Woodworking Mach. Co., Cincinnati, Ohio 
South Bend Lathe Works 
L. S. Starrett Company 
Rutland Fire Clay Co., Patching Plaster and 
No-tar-in-Roof Coating 
Addison Leslie Co., Plastic Wood .Canton, Mass. 
Waco Tool Works 
Nicholson File Company 
Peck, Stow & Wilcox Co... .Southington, Conn. 
Millers Falls Company 
The Carborundum Co. .... Niagara Falls, N. Y. 
Simonds Saw & Steel Co. ..... Fitchburg, Mass. 
Trimont Mfg. Company 
Remington Arms Co., Inc... ..N 
David Maydole Hammer Co. . . .N. 
Up-To-Date Machine Works 


.... Detroit, Mich. 


Yale & Towne Mfg. Co 
Brown & Sharpe Mfg. Co.. 
Black & Decker Mfg. Co. 
Millers Falls, Mass. American Screw Co. . 
Apco-Mossberg Corp 
Bridgeport Hdwe. Mfg. Co. . 
ae Jackson, Mich. 
Russia Cement Co. (Le Page’s Glue) 


National Elec. Products Co. .. New York, N. Y. Popular Science Monthly 


Every tool product advertised in Popular Science is guaranteed, after rigorous tests and approval, Supplement,” the safe 
by the POPULAR SCIENCE Institute of Standards 


Ba Weng oud Middletown, N. Y. Ar-Con Tool Co. ..............Toledo, Ohio 
eT ere Jersey City, N. J. Billings & Spencer Co........ . Hartford, Conn. 
Sie ¢ we ivi am New Britain, Conn. Midland Appliance Corporation. . . . Chicago, III. 
aS: Buffalo, N. Y. Porter Cable Machine Co. .... .Syracuse, N. Y. 
..... Springfield, Mass. United Elec. Motor Co....... New York, N. Y. 
Fayette R. Plumb, Inc......... Philadelphia, Pa. Jus Ee. Weamtnce & Ces... . 2.650 e: Chicago, III. 
Sbyaiein Philadelphia, Pa. H. Gerstner & Sons rf Dayton, Ohio 
Clayton & Lambert Mfg. Co... . . Detroit, Mich. Greenfield Tap & Die Corp... Greenfield, Mass. 
Champion Spark Plug Co. ....... Toledo, Ohio Plomb Tool Co....... Los Angeles, Cal. 
Moline Pressed Steel Co. ....... E. Moline, Ill. Goodell-Pratt Co. . . . Greenfield, Mass. 
Delta Specialty Co........... Milwaukee, Wis. E. C. Atkins & Co., Inc. Indianapolis, Ind. 
ite abe Stamford, Conn. Henry Disston & Sons, Inc. Philadelphia, Pa. 
ccs PMU acca ice hc a a ne a a cy ees ae a al li 
“ee = teueem ie 
a ete FOVIECRCS, He So Popular Science Monthly, 
Rei ehaees 35d Attleboro, Mass. 242 Fourth Avenue, 
Bridgeport, Conn. New Yak 


Gloucester, Mass. Send me a free copy of 


and your “Hardware 


guide to good buying. 








“ce 


ular 


Founded 1872 


MONTHLY 


a en ne 


CONSUMER 
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COLD 


A Coldwell salesman will 
soon call, If you do not 
carry the Coldwell line 
write us for our 1930 
dealer proposition. It’s 
a winner. 










Coldwell Dependable 
Hand Mowers 


Right: Imperial Roller Bearing. 

Outperforms and outlasts all other hand 
mowers because of its uniform dependa- 
bility and rugged construction. New and 
exclusive betterments in addition to well- 
known Coldwell features make the Im- 
perial a fast seller. Timken Tapered 
Roller Bearings. Oil tempered cutter 
blades. A wonderful value. 


Sure profits and more profits 


for 1930 


There are four sound reasons why it will pay you to stock the Complete Line of Coldwell Lawn 
Mowers for 1930. 


(1) A complete line—hand, horse, gasoline and electric. A mower for 
every purpose and purse. 

(2) Built to give long, dependable, economical service. 

(3) National advertising creates nation-wide demand. 


(4) The prestige and profit of handling the recognized leaders and the 
largest selling lawn mowers in the world. 


=x COLDWELL = 


DEPENDABLE LAWN MOWERS 











COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 
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What Advertising Really 
Helps the Retailer? 


Frrouventiy the dealer is offered advertising in a varied group 
of media. Very impressive to look at—but not reaching 
enough families in his area to create a demand. 


Only circulation of national advertising which is concentrated in his 
trading territory can move merchandise from the dealer’s shelves. 
. But when the advertising is in The American Weekly, he is 
certain of concentration. He knows that 5,600,000 families each 
week put down a dime to read The American Weekly. He 
knows that so many of these families are concentrated in his 
trading area that advertising in The American Weekly will 
make sales for him—and give him quick turnover. 


What is the American Weekly? 


The American Weekly is the magazine distributed 
through seventeen great Hearst Sunday newspapers from 
seventeen principal American cities.* It concentrates 

and dominates in 485 of the Nation’s 784 towns and 
cities of 10,000 population and over. 


—In each of 153 cities, it reaches one out of every two families. 
—In another 119 cities, it reaches from 40 to 50%: 
—In an additional 108 cities, it reaches from 30 to 40%. 
—In 105 more cities, it reaches from 20 to 30%. 


And in thousands of other populous areas, almost 2,000, 000 
additional families buy and read The American Weekly— 








making a colossal national total circulation of 5,646,898, Pa 
‘ P A 5 a +A 
the greatest circulation of any publication in the world! a 
7 
Fs 
, ® 
& 
ys 
; The 
“Albany ‘ O American Week! 
—.. Coeeleten of 9 East 40th Street 
altimore Cire 

Boston inthe World /EEK ae oe? New York City 
Chicago ERE LTT eo Please send me a copy of the 
og American Weekly and a state- 
Milwaukee Main Office: 9 East 401TH StrEET, New York City ae ol ireulation in my 
a BRANCH OFFICES : 
Pittsburgh Wrigley Bldg., Chicago a, Name 
Rochester 5 Winthrop Square, Boston Fd 
San Antonio 753 Bonnie Brae, Los Angeles _ i 
San Francisco 222 Monadnock Bldg., San Francisco 7 Address 
Seattle og aes oe oo —— sf 
iS) 101 Marietta Street, anta 
Washington 12-231 General Motors Bldg., Detroit ya Town BOC scscsnnrcsocsetnnossossrnsorssseee 





_ © 1929 by American Weekly, Inc. fe 
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about... 


TQYS 


Cast 
iRON 


ARCADE 








National Advertising 


; Ten million sales-making messages will blanket Amer- 
ica’s toy buying public, telling the story of Arcade Cast 
Iron Toys—the durable, hard-to-break toys that look real. 

: Fathers and Mothers from coast to coast will read— 
will see—will buy. And it‘s up to you to prepare for this 
big demand by getting ready NOW! 


How You Can Benefit from this Advertisment 


Place your Arcade Toy order early and have your 
shelves and counters filled with eye-appealing, quick sell- 
ing Arcade Toys. A complete assortment makes parents 
“buy, buy, buy”— and keep on buying. 

Arcade Toys—as they are shown in the advertising, 
as they appear on your shelves, and in use—LOOK REAL! 
A good display in a prominent place in your store will 
identify the actual line of Arcade Toys with the advertis- 
ing at a glance. 


Advantages of Placing Orders Early 


Our desire to help and co-operate with you prompts 
us to urge you to place your order for Arcade Toys NOW! 
Orders placed late reach us at a time when our capacities 
are greatly taxed. 

Orders placed early, however, will reach you promptly— 
there will be no delays. Get ready now for young Amer- 
ica’s demand for Arcade Cast Iron Toys. The advertising 
is all set and ready to go. Are you? Order NOW! 


ARCADE ixox TOYS 
IRON — 
BRANCH OFFICES: REPRESENTATIVES: 
New York, J.T. Rowntree, 
5th Ave. Bldg. San Francisco ortland 
Chicago, Los Angeles Seattle 
553 W. Randolph St. Salt Lake City Denver 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 













RICHARDSON’S 
Sel ACILON=teoller Skates 


“The First Best Skate—the Best Skate Today’ 


Used by World’s champions to establish 

their speed records and by professional 

stage skaters, can 

buy an adjustable roller skate with 

45-year record of quality. 

Made of best, heavy cold rolled strip 
A steel ; vies 


your customers now 
the 















through your 4 


Richardson Ball 
Bearing Skate Co. 
3318 Ravenswoed Ave. 
Established 1884 
Chicago, Ill. 








THE BIG SUMMER TOY 


Boys are simply wild about the Metalcraft Flyer and are cleaning 
out the local stocks. Better keep on ordering ahead from your 
Wholesaler and add these fine profits during the otherwise dull toy 
season. Write for illustrated catalog of entire Metalcraft line, in- 
cluding Airfield Toys and Wheel Goods in colors. 


EVERY DAY IS CHRISTMAS WITH METALCRAFT TOYS 


Now in our new daylight factory with three times former capacity. 
ST. LOUIS—5I01-5115 Penrose Ave. NEW YORK office—200 5th Ave. 


METALCRAFT CORPORATION — ST.LOUIS 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key num- 
bers 27, 60, 68 and 72 which hardware wholesalers handle 
“guns, revolvers and ammunition,” “sporting goods,” “toys 
and games” and “wheel goods,” respectively. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 
CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and ee 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores enivying Sewiveare and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indi bl ic direct-by-mail promotion work and 
Every manufac- 





also a helpful guide for salesmen's calls. 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 


It really is 16 directories in one. 
Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. 


New York, N. Y. 






































HarpwareE AGE for JULY II, 1929 











The Complete Line of 
Children’s Vehicles 


The LEADING LINE in 1929 




















Automobiles—of Beauty Supreme ! 


“Ask the Child Who Owns One” 
Velocipedes—of Distinction ! 


AIRPLANES—HEAVY DUTY TRUCKS—SIDEWALK -CYCLES 

COASTER WAGONS—EX PRESS WAGONS—GARDEN BARROWS 

DOLL CARRIAGES, COACHES and SULKIES—JUVENILE and 
DOLL FURNITURE 


Write for cata- . e 
log now or just 

fasten this cou- 

pon to your 

letterhead. 


WASHINGTON, PENNA. 


Factories: Washington, Penna. Elkhart, Ind. Toronto, Ont. 
NEW YORK NEW YORK CHICAGO _ 
PERMANENT Fifth Avenue Bldg. Strobel-Wilken Co. American Furniture Mart 
DISPLAYS Room 318 33-37 East 17th St. pace 922 


S 
200 Fifth Avenue 666 Lake Shore Blvd. 
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IVER JOHNSON | 
SHOT GUNS ' 


sell with a minimum of effort on the part of the 
dealer because they represent such splendid value 
at the price. 





There is an Iver Johnson Shot Gun best suited to 
each man’s requirements. 


IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 


SAN FRANCISCO 
717 Market St. 


NEW YORK CHICAGO 
151 Chambers St. 108 W. Lake St. 




















ROLLER SKATES 
are GUARANTEED 


“SPBED KINGS’’ are furnished 
with STEEL TREAD or Te 
BALLOON TYPE RUBBER TIRES. 
Our extension feature is the most 
pape ya ——— from 
6%” aa’, ich means 
SMALLER INVESTMENT in your 
roller skate stock—eliminating need 
of carrying juvenile sizes. ‘SPEED KING’’ extension range fits 
them all. Write for prices and information. 


KOHLER DIE & SPECIALTY COMPANY 
P. 0. Box KK DeKalb, Ill. 














Profit in 
the Pioneer 
Line / 


Send for the 1929 

catalog illustrating ; 

— of fast-selling items in the mammoth Pioneer 
ine. 


Children’s Vehicles, Home 
® Playground Equipment, Baby 
Ling’ §=Vehicles and Nursery Equip- 
The Line Tid Sets ThePace §=ment. 


THE GENDRON WHEEL CO. FACTORY 
Toledo, Ohio New York Office: 7 East 17th St. 




















When we grown-ups stop to read the 


HEART OF A BOY 





we find it filled with emotions and enthus- 
iasms. No wonder that boys by the thousands 
are thrilling to the exciting SPEED-POWER 
of DORFAN TRAINS. 


THE DORFAN COMPANY, NEWARK, N. J. 


DORFAN 


ELECTRIC TRAINS 














OOD ADVERTISING IS 
written from experience and 
facts, and good advertising 

men—those who are pioneering in 
their business—are trained in ob- 
servation and deduction. Their 
opinions reflect these mental habits. 


A prominent member of an 
advertising agency wrote us an 
engaging letter recently, part of 
which read— 


“I have just returned from a 
week’s trip calling on hardware 
jobbers in Chicago, St. Paul, Kan- 
sas City, St. Louis, Minneapolis 
and Milwaukee. 


“T found Hardware Age every- 
where. One jobber, who shall be 
nameless, was complaining that 
there was too much advertising, too 
many things for the man to read 
and to prove it showed me a batch 
of papers he brought from home 
and said ‘had to spend an evening 
going over all these things—did 
not have time to do it at the office’. 
Most of the papers were pages torn 
from the current issue of Hardware 
Age—there must have been ten or 
twelve pages (two of them were 
ads). He had marked them for 


various people in his organization. 


, This was the head of the house and 


a man prominent in association 
circles.” 

Practically every hardware job- 
ber subscribes to Hardware Age, 
not only for the principal execu- 
tives, but also for the buyers and 
traveling men. For instance, 252 
copies are mailed each week to 
one of the largest wholesalers in 
the Middle West—an organization 
noted for its enterprise and intelli- 
gent selling policy. 


Through Hardware Age alone, 
a manufacturer can present his 
sales story to the entire jobbing 
trade of the country with minimum 
cost and maximum effectiveness. 
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Safe Noise 
Happy Boys 





BIG— 
BANG 


Safe Celebrators 
No Matches 
No Powder 


FIELD ARTILLERY 
No. 16F, 23”, $5.50 
No. 12F, 17”, 3.75 
No. 8F, 11”, 2.25 
No. 6F, 9”, 1.50 


HEAVY ARTILLERY 
No. 10W, 14”, $3.00 
BOMBING PLANE 
No. 11P, 11”, $3.50 


NAVY GUN-BOAT 
No. 9B, 9”, $2.00 


ARMY TANK 
No. 5ST, 8”, $1.00 
SAFETY PISTOL 
No. 6P, 8”, $2.00 
BANGSITE 
per tube 15c. 


SPARK PLUGS, 
per card 10c. 





ACH sale of a BIG- 

BANG Safe Celebrator 
brings happiness to some boy. 
This is a pleasant thought to 
both the makers and the 
sellers of BIG-BANG. There 
is a deep sense of gratifica- 
tion in this business of pro- 
viding pleasure that is quite 
aside from the satisfaction 
derived from the monetary 
gain. 


BIG-BANG satisfies the desire of 
every boy for a shooting toy with 
a real flash and bang. It meets 
the demands of the most careful 
parents for safety. Is it too much 
to say, then, that the seller of 
BIG-BANG performs a real service 
to the community? 


The Conestoga Corporation 
Main Office and Factory, 
BETHLEHEM, PA., U. S. A. 


Export Department: Office No. 605, 130 Pearl 
Street, New York City 











The Official 
Tournament Shoe! 
FirTy cities have adopted 
the Octigan Pitching Shoe 
for official tournament play— 
and more are coming in every 
day! Every tournament horse 
shoe pitcher should be 
equipped with the Octigan 


official shoe—to assure correct 
weight, size and balance. 


Your city will be the next to 
adopt the official tournament 
shoe and you'll need them in 
stock at once! 


Octigan Shoes are drop forged 
from the finest steel. 








Octigan Shoes come packed by 
the pair in individual containers. 
Each container includes instruc- 
tion book with Official National 
Horse Shoe Pitchers Association 
Rules. 


OXIGAN 


Porge and Mfq.Co. 
25th St. at Lowe Ave. 
CHICAGO 


No Human Blow Can Break It! 




















KIDDIE KAR 


Trade Mark 


“KIDDIE” Vehicles 


Trade Mark 


The original and still outstanding leaders in vehicles for 
tiny totse—KIDDIE KAR, KIDDIE PEDAL KAR, and 
KIDDIE KAR STROLLER, all are protected under basic 
KIDDIE KAR patent now sustained by United States 
Circuit Court of Appeals, Second Circuit. 


H. C. WHITE COMPANY 


NORTH BENNINGTON, VT. 


Kiddie-Kar, Kiddie-Pedal-Kar, Kiddie-Kart, Kiddie-Koaster 
Kiddie-Skooter, Kiddie-Kar Stroller, Kiddie-Tender 














m 
ers, 


Order your 









rosto 


Standard Quick Sellers 


Hoppe’s Products on display bring in a 
steady string of good customers. anted 
for the best care of guns, fishing reels, 
typewriters, adding machines, dictaphones, 
all electric machines in the home. sed by 
odel-makers, dentists, laboratory work- 

fine mechanics, clock repairmen. 
pe’s No. 9 for cleaning, removing cor- 
m and preventing RUST. Hoppe’s Oil 
for best lubrication. § 


one rable’ Job FRANK A. HOPPE, INC. 
ber. Bold every- 9314-H N. 8th St., Philadelphia, Pa. 























ORDER FROM YOUR JOBBER OR Yv77¥7 


THE KENTON HARDWARE Co. 


KENTON,OHIO 
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[mproved! 


New Door Catch— 
“Finger Tip Control” 


Beauty! 
Style! 
Profits! 


in the new 


‘ 
¥ 
dl 
% 
» 
a 
' 








Corcoran Cabinets are the Origi- 
nal and Only One-Piece Steel 
Cabinets. No cracks—No seams— 
No welded Joints—No raw edges. 








CORCORAN 


one piece 
Steel Bathroom 


CABINETS 








Now! a superior feature that makes Corcoran 
Cabinets outstanding in their field. Just press 
the button and the door swings open. An im- 
provement to a cabinet that already has won the 
acceptance and approval of hundreds of jobbers 
and dealers. See this new cabinet that meets the 
demand for modern bathroom equipment. Cor- 
coran Cabinets are right—they present construc- 
tion features of great importance. 


Cabinet body and flange drawn Continuous piano type brass 


from one continuous piece of hinge will not sag or 

steel. Bulb edge glass shelves cannot 
Round corners inside and out- slip forward. 

side harmonize with all bath- Special pad prevents mirror 

room fixtures. breakage. 


Corcoran Cabinets are sold through Jobbers only 


Write for Catalogue. 


THE CORCORAN MFG. COMPANY 
Cincinnati, Ohio 
Coat te cea, Sree ce: tas che 
ae are ce 


CORCORAN MFG. CO., Dept. HA-7 


Gentlemen : 
We are interested in Corcoran One-Piece Steel Bathroom Cabinets. 


Kindly send catalogue and full details. 








PHENTSS 


6-110 LAFAYETTE ST. NEW YORK CITY 







































This Nail- 
holding 
Hammer 

is a 

Sure Bet ! 


Every man wants a Cheney 
NAILER because there’s not a 
single hammer in his tool chest 
that can do the work of this 
wonderful nail-holding, nail-set- 
ting tool. 


You can sell any number of the 
unique Cheney NAILERS. All 
you have to do is show them. 
Put them on your counter—in 
your window. They appeal to 
every man who sees them. 


Not only is the Cheney nail- 
holding arrangement the han- 
diest feature ever added to 
hammer design, but the ham- 
mer itself is a good tool, ex- 
cellently made. Your custom- 
ers quickly see that. Many of 
them have used _ well-made 
Cheney Hammers for years. 


Ask your regular jobber for the 
popular Cheney NAILERS. 


There is no extra cost for the nail- 
holding feature which makes every 
Cheney Curved Claw Hammer of 16 
oz, and over a Cheney NAILER. 
And the NAILER is offered exclu- 
sively to the hardware trade. No 
chain store can carry it. 


Pe 99 NTISISESN 
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No. 220 


GRIFFIN Hinges are 
the choice of exacting 
builders because they 
combine every desired 
attribute of sturdy 
quality, precise un- 
iformity and superior 
ee ee eee ey 






ERIE, P! NNSYLVANIA 
LL, 


Chicago, 555 
Boston, 76 
serach iach 

























fELF-OILING 
SHALLOW | 






ACompleteLarge Ca , 
Automatic Un 


SHALLOW — 


Sooner or later —every home — every farm — 
regardless of its size or location—will have a 
water system of some kind. It may be a small 
capacity unit or it may be one of larger volume. 
But when it comes to the selection, there is a 
dependable Myers water system for the purpose. 


This is of great importance to those who sell 
and install water systems. ~When it comes to 
broader sales activities, the Myers line offers 
every opportunity to meet widely diversified 
demands. Hand, wind, engine or motor power, 
shallow or deep wells, inside or outside installa- 
tions, styles and sizes up to ten thousand gal- 
lons of water per hour—whatever the condition, 
whatever the service, be it for home or farm, 
for summer cottage, hotel, camp site or service 
station, for creamery or dairy, for mill, mine, 
or factory, look to the Myers line to success- 
fully meet the requirement. 


Address our Engineering Department for 
catalog and information. 


mH F.E.MYERS & BRO.¢9. 
Maesaciems te oe er een arene pb mci pra 


WATER cn SYSTEMS-H HAY and GRAIN UNLOADING TOOLS ~ BARN.  PACTORY nd 
an 
loses E DOOR HANGERS: STORE LADDERS, E . 














































“Z, Take oy 
oO The 


MYERS 


PUMPS-WATER SYSTEMS - HAY TOOLS -DOOR 
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Your Own Store Paper 
produced for you each month by 
Bunting 
will widen your selling field more 


effectively than any method you 
can apply at equal outlay. 








Tell us the number of homes you want 
to reach in your community and we will 
respond with an interesting proposition. 


THE BUNTING SYSTEM 
North Chicago, Illinois 




































































ARTE OR : ATE 
N 
Retail at $1 = No. WS-1. Also 
Heavy galvanized two larger sizes. 
steel wire, elec- All nest for eco- 
tr 7] nomical shin - 
top and bottom. ping. 














OU see the “Union” Safe-T Rubbish Burner 

as your customers will see it—in window 
displays or on your floor. They, too, will be 
attracted when you display it with a price card: 
“Special today—$1.” They'll buy it for safe 
bonfires, clean lawns, easy handling of trash. And 
you make every penny of your normal profit. 


Write for price sheet and description. 
Union Steel Products Co., Albion, Mich. 


“UNION” 


SAFE-T Rubbish Burner 


























Sold By ~~ 
More Than 5,000 
Hardware Dealers 


Plews Force-Feed Oilers are not 
only quick sellers, but decidedly 
profitable. Unlike air-pressure 
oilers. No leather plungers or 
valves. All working parts made of steel or 
brass. 


PLEWS 2 OILERS 


FEED 






No. 42D—i Pint 
$2.00 


operate with lever principle pump which insures 
greatest ease. Light, yet very strong and most con- 
venient for reaching bearings that are hard to get at. 
dig 8 any kind of oil and feed in any position. Made 
to last. 


10 styles to retail at $1.00 to $2.60. 
More than 300,000 in use. Always re- 
a Send for Folder which describes 
ull line. 


Jobber inquiries invited. 


PLEWS OILER CO. 
Minneapolis Minn. 


Eastern Office and Warehouse 
“a 2401 Chestnut St., Philadelphia, Pa. 
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TO MERCHANTS 


who want to become independent 
in the next 5 years 


HIS PAGE is addressed to 
merchants who are doing well, 
but who want to do still better. 

It tells how any reasonably suce 
cessful merchant can put himself on 
the road to financial independence 
by employing the intensely practical 
methods of merchants who have 
made fortunes for themselves. 


Guesses no longer pay 


In the “good old days” when all mer- 
chandising was largely guesswork, a 
good guesser could acquire a fortune 
and a reputation for wisdom. 
Merchants “guessed” they’d take 
such-and-such a bill of ‘goods from 
the drummer; they guessed what 
their customers would buy. 
Guessing is a fair gamble when 








HERE’S PROOF 


of the value of this training. Among the 
authors of the new Merchandising 
Course are the following men: 


Frepericx D. Cor.ey, Vice-President of Mar- 
shall Field & Company, in charge of retail 
merchandising. 

Dr. Paut H. Nystrom, Professor of Marketing, 
Columbia University. 

Dr. Lee Gattoway, First Director of the School 
of Retailing, New York University; a well- 
known authority on Store Management. 

Epcar J. Kaurmann, President of Kaufmann’s 
Department Stores, Pittsburgh. 

J. C. Penney, Chairman of the Board, J. C. 
Penney Company. 

Josep Cuapman, President, L. S. Donaldson 
Company, Minneapolis, 

Percy H. Jounston, President, Chemical 
National Bank of New York. 

Joun Brock, Kirby, Block & Fischer, Resident 
Buyers. 

Cot. Davip May, Late Chairman of the Board, 
May Department Stores, 

W. T. Grant, Chairman of the Board, W. T. 
Grant Company. 

Crayton Porrer, President, United States Stores. 

Amos Parris, Director, Amos Parrish & Com- 
pany, Store Counselors, 

Wituam N. Tart, Editor, Retail Ledger 
and many others, 


everybody’s doing it—but the 
guesser hasn’t a chance when he bets 
against competitors who put their 
money on known facts. 

Recognizing these conditions, the 
Alexander Hamilton Institutehaspre- 
pared tomeet them. Its twenty years’ 
experience in assisting able men in 
other business fields is now behind 
a new and specialized Course and 
Service in Modern Merchandising. 


What the Institute offers you 
Every successful merchant applies 
some of the correct principles of mer- 
chandising. Few apply all of them 
with equal force. The Institute has 
examined the activities of many suc- 
cessful concerns and deduced the 
principles underlying their success. 

Manystatementsofprincipleshave 
found their way intoprint. The Insti- 
tute has checked and verified these. 

Some ideas were locked in the 
brains of outstandingly successful 





merchants. The Institute unlocked 
these brains. 

The result of this research and 
investigation is now available to you 
through the Modern Merchandising 
Course and Service. This Course of- 
fers information that has proved its 
ability to increase profits now. It 
takes the place of years of costly 
experience. 

Here are a few of the problems 
which the Course covers: 


How to collect past due accounts 

How to move slow stock 

How to advertise 

How to increase the average sale 

How to increase employees’ interest in 
the business 

Better window display 

How to meet chain store competition 

How to meet mail-order competition 

How to conduct a special sale 


and many other important phasés 
of merchandising. 

The story of how this Course will 
increase your profits is told in an in- 
teresting booklet called ‘Progress 
and Profits.” This book is free. We 
will gladly send you a copy. We urge 
you to mail the coupon promptly, as 
the edition is limited and the de- 
mand for copies is great. 








To the Alexander Hamilton Institute, 273 
Astor Place, New York City. (In Canada 
address Alexander Hamilton Institute, Ltd., 
C. P. R. Building, Toronto.) 

Please mail me, free, a copy of “Progress and 
Profits.” 


Name. 





Business Appress. 








Business Position. 





ALEXANDER HAMILTON INSTITUTE 


Executive Training for Business Men 
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Another 
Sensation 





















AFTEMATIC Control now applied to Nesco 

Radiant Heaters. 
Think what it means in sales possibilities that Nesco 
Saftematic Radiant Heaters 

Light Instantly. 

Cannot be flooded by turning on fuel supply too 

soon. Saftematic prevents. 

Cannot be flooded by accidentally putting out with- 

out shutting off fuel valve. Saftematic does that. 
Saftematic Control makes this Nesco Heater absolute- 
ly foolproof and perfectly safe. Its automatic perform- 
ance is so remarkable and accurate that it appears 
almost human—hence, “The heater with a brain.” 
Can any one resist the confidence these features cre- 
ate? Not possibly. A demonstration means a sale. 
Nationally advertised in The Saturday Evening Post 
at the height of your selling season. 


Write for Details. 


NATIONAL ENAMELING & STAMPING CO., INC. 

13 TWELFTH STREET MILWAUKEE, WIS. 

Factories and Branches: Milwaukee, New York, Baltimore, Granite City, 
Ill., Chicago, New Orleans, Laurel Hill, L. I., Philadelphia. 


ESC 








GASOLINE 
ADIANT HEATER 
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July 7th to 13th 
Buying and Selling 
iness is a matter of 
taboo and selling and. in 
many products, you make 
the largest sales and place 


the largest orders at cer- 
tain seasons of the year. 


In Winchester lines, how- 
ever, buying and selling is 
no longer a seasonal 
matter. With Guns and 
Ammunition. Cleaning and 
Lubricating Preparations. 
Fishing Tackle, Flashlights 
and Batteries. Ice and 
Roller Skates, Cutlery and 
Tools. some one or more 
of the Winchester prod- 
ucts are in demand every 
day from January to 
December. You can sell 
Winchester Products 
all year ’round and, when 


buying from your jobber. 
there is scarcely any time 
of year when you will not 
have occasion to replenish 
your stock in one or more 
of the Winchester Lines. 


To sell seven Winchester 
lines instead of one makes 
selling easier and multi- 
plies your sales. It at80 
simelifies your buying and 
saves time and money al/ 


around. ‘ 
{| ae 











TESTER 


TRADE MARK 


That Binds” 


There is an inseparable link be- 
tween hunting and fishing. You can 
nearly always sell guns with rods and 
the relationship is all the closer when 
both are Winchesters. 







The outfit will be still more complete 
when your customer selects a Winchester 
Flashlight, Winchester Knives, Winches- 
ter Ammunition and Winchester Bait. 
Winchester Tools for camp or home use 
may also be in order, while the children 
who are too young to accompany father 
on his trip would certainly appreciate a 
pair of Winchester Ice or Roller Skates. 


Yes, it pays to sell related lines in a re- 
lated way and there is no stronger bond 
between these products than the well- 
known name of Winchester. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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It?s a “BUZZY” time of year... 


And a busy time for screen cloth sales . . . 


People who’ve contented themselves just with 


Swearing at their rusted-out iron screens .. . the 


more mosquitoes there are, the quicker they'll 





CHASE 


The Mark that Identifies Good 
Brass and Copper Products. 








be “buzzed” into action. Tell them Bronze Screen Cloth* can’t 
rust .. . that it lasts indefinitely . . . that it’s the only kind of 
screen cloth that will give them sure and permanent screening 


protection. 


* Chase Bronze Screen Cloth is woven in our own mill, from genuine Chase Bronze 
wire. It is uniform in mesh, with firm crimp in the cross wires, and almost total 
freedom from splices. Every roll bears the distinctive Chase-mark — your guarantee 
of satisfactory quality. 


CHASE BRONZE SCREEN CLOTH 


(And by the way — if you’re low on rivets and burrs . . . they 
don’t come any better than the rivets and burrs that we make.) 


CHASE BRASS & COPPER CO. 


—-INCORPORATED— 
HOME OFFICE e WATERBURY, CONNECTICUT 
And quick service on pick-ups through the nearest of our 13 warehouses in New York + Boston * Newark 
Philadelphia - Baltimore + Cincinnati - Cleveland - Detroit - Chicago + St. Louis - New 
Orleans + Los Angeles - San Francisco. (Also Branch Offices in Rochester, Pittsburgh and Dallas.) 
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=3]— MORE MILES with MANSFIELDS | 





“eet, walking wpa 


4! assembled. 











eS 


ANSFIELD TIRES are right up front in the 


A Mansfield assortment 


national show window. Strong as the tire itself, these 
makes it easy for you i Z * 
to start a profitable Saturday Evening Post advertisements compel attention. 
a Farm papers, too, carry the message. § We are taking 
quick moving stock. great strides forward — and we want you with us —to share 


the success of Mansfield. § Ask your jobber today. 





THE MANSFIELD TIRE & RUBBER COMPANY .« Mansfield, Ohio 
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TRADE |! 


WINDS 


By Liew S. SOULE 


PAGE °**BILL JONES.°° RETAIL HARDWARE SALESMAN 


P I NHE retail hardware industry has analyzed 
“Henry Brown,” typical hardware merchant ; 
it has studied “John Smith,” customer. We 

wonder if it isn’t about time to turn the spotlight on 

“Bill Jones” retail hardware salesman? 

It was necessary that Henry Brown should know 
more about himself and his business. He faced 
competitors who had made a serious study of retail 
merchandising ; who based their distribution methods 
on knowledge rather than opinion. His profits were 
growing less, and he asked himself, “Why?” For 
a year, in his conventions and at home, he sought 
for the answer in himself and his business. As a 
result he knows more about his business, himself and 
business in general than he ever did before. 

But that knowledge only partially solved his prob- 
lem. Now he has started an intensive study of the 
customer because he realizes that he cannot be suc- 
cessful unless people buy the merchandise he has for 
sale. During the coming year the principal topic 
at his state and local conventions will be the Smith 
Family, customers. Undoubtedly before the year is 
over he will have more definite knowledge concern- 
ing those who buy merchandise, than he has ever 
had before. 


But—Henry Brown cannot do all the selling. He 
cannot meet all the prospective customers who enter 
his store. In only a comparatively few instances can 
he utilize his knowledge through direct personal con- 
tact with the customer. In the great majority of 
cases he must establish his customer contacts through 
his salesmen or clerks. 

How many retail salesmen were given the oppor- 
tunity to attend the conventions at which Henry 
Brown discussed himself and his business? How 
many hardware merchants systematically passed on 
to their employees, the information gained at those 
conventions? How many employees behind retail 


hardware counters know the facts concerning their 
particular Henry Brown and his business? 


And yet—they are expected to act as the personal 
representatives of that Henry Brown to the people 
who make his business possible. Henry would prob- 
ably scoff at the idea of sending a new bookkeeper 
to the bank to negotiate a ten thousand dollar loan. 
He has few scruples however, in asking his unin- 
formed clerks to turn a thirty thousand dollar stock 
of merchandise into cash on a profitable basis. Per- 
haps it requires more knowledge to borrow than it 
does to sell. 


But last year is gone. Let’s deal with the present 
one. Henry is planning a new twelve months’ course 
of study. This time his topic is the customer. Again 
he will attend local and state conventions; he will 
listen to carefully prepared talks on John Smith, 
Mrs. Smith and all the little Smiths. He will hear 
the Smiths discussed frem all angles. He will learn 
about their habits, their buying power, their likes 
and dislikes. He will get the cold facts concerning 
customers in general; what they buy—how they buy 
—where they buy—and why. 


Will “Bill Jones,’ retail salesman, “sit in” at the 
convention sessions? Will he too, get the facts con- 
cerning the Smith family? We hope so. If he does 
not attend the conventions, will his Henry Brown 
bring the convention home to him? Will the close 
of the year find him as well posted on John Smith, 
customer, as Henry Brown expects to be? 


If not, much of the year, so far as Henry Brown’s 
business is concerned, will have been wasted. 


Learn all you can about your business and your 
-ustomers. That is one of your duties as a mer- 
chant. However, it is only part of your task. The 
hardware business is no longer a one-man job. Get 
the facts—then “page” Bill Jones. 




















Grimm’s store front before modernization shown above. 
Below is the remodeled front. 


of exact science. 

To successfully negotiate the present-day swift 
race of competition, the retail merchant must know to a 
nicety many elements which hitherto were on a hit-and- 
miss basis, and the long list of failures has left the path 
strewn with many misses. Mere barter has passed away. 
Satisfactory net returns on investment require a precise 
knowledge of costs, distribution, turnover, market areas, 
credits, and related factors. 

And in the latter category may be classed psychology. 
Displays of wares through appeal to the eye and mind 
now rank as a fundamental in attract- 
ing trade and are proving their value, 
measuring the difference between 
failure and success. 

The American merchant is being 
thoroughly aroused to all of these 
essentials through the remarkable 
work of the Domestic Commerce Di- 
vision, Department of Commerce. 
Put into dollars and cents, the bene- 
fits from the efforts of this division 
reach a high total, and the figure is 
constantly mounting. It has pre- 
sented much vital literature showing 
results from studies and that mer- 
chants of the country have grasped 
their significance is manifest from 
the wide range of business interests 


i P-TO-DATE merchandising is becoming a matter 


2IMM'S GROCERY] 





Based on the Famous “‘Louisville Sur- 


vey, the Department of Commerce 


Fostered the Remodeling of Grimm's 

Grocery Store, Finding Merchandising 

Factors Which Should Be Applied to 
Retail Stores in Other Lines. 


which, through associations, or other organizations, are 
cooperating with the division in order that they may 
“know themselves” and their trade and that they may 
place their houses in shape for successful retailing. 

One of the most striking undertakings of the division 
was in connection with the Louisville (Ky.) grocery 
survey, and what has been accomplished in this study for 
retail grocers is a clear index of what may be accom- 
plished in hardware and other retail lines, for the prin- 
ciples are applicable to all retail lines. 

The Louisville survey was begun when wholesale and 
retail grocery interests of that city sought the assistance 
of the Domestic Commerce Division in an attempt to 
find a solution for some of their difficulties. After sev- 
eral meetings, plans were perfected for a comprehensive 
fact-finding study of the grocery problems in that 
locality. These plans attracted the attention of those 
in other lines of business and as a result an organiza- 
tion known as the Louisville Grocery Survey was set up. 

The collection of facts were completed on July 1 and 
the final draft will begin immediately. The survey took 
into account all possible factors of wholesale and retail 
grdcery merchandising and sharing prominently was the 
factor of appeal to customers, arrangement of stores, 
etc. Even a modern store was erected under the super- 
vision of the Division and made such an appeal that on 
July 1 there were some 50 such stores in Louisville to 


J5|GRIMMS GROCERY 
~ 
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Today the inviting in- 
terior of Grimm’s model 
grocery store makes 
consumer buying easier. 
You can see this in the 
photo at the right. At 
the bottom of the page 
is a general view of the 
same interior prior to 
modernization. In its 
day Grimm’s old store 
was likely a progressive 
and attractive __ retail 
establishment. 


gs 


replace less up-to-date stores. 

It is this appeal which this article deals with, showing 
concretely the result obtained by one retail grocer in 
modernizing her store, for the dealer is Miss Mamie 
Grimm. The physical transformation from her old store 
to the rebuilt and modernized store is almost startling 
as the accompanying illustrations plainly show. The 
financial transformation has been even more remark- 
able. This is proved by the fact that on Feb. 28, 1929, 
Miss Grimm opened her modernized store and during 
March, April and May increased her net sales 25 per 
cent over the corresponding period of last year, with- 
out spending an extra penny for clerical staff, delivery 
service or overhead. 

She presented her new and attractive store to the con- 
suming public by sending invitations to customers and 
to telephone subscribers in the neighborhood and served 
a tasty luncheon consisting of cakes, coffee, etc., taken 
from stock. 

Both the exterior and interior of the old store were 
remodeled. The exterior had three steps leading to the 
entrance from 
an old brick 
walk, an incon- 
venient arrange- 
ment for cus- 
tomers. These 
steps were: en- 
tirely eliminated 
in the modern- 
ized store, whose 
entrance and 
main floor are on 
the level with 
the new concrete 
walk and there 
still is enough 
space left in the 
basement, which 
is of walking 
height. Large, 
wide plate glass 








windows, so arranged that a complete view can pe 
obtained of wares in the windows and through to the 
back of the store, took the place of the narrower win- 
dows which afforded poor display and were closed in so 
that passersby could not see beyond them. The old 
fashioned stove was removed from the store and a cen- 
tral heating system installed in the modernized store. 
New floor was laid. The old ceiling gave way to an 
attractive pressed steel ceiling. A modern indirect 
lighting system was put in. Shelves which formerly ran 
to the ceiling were replaced by modern 7-foot shelves to 
give more square footage of light reflecting wall space 
and for the purpose of convenience in the arrangement 
of goods. The walls were made attractive and in the 
rear have been decorated simply yet beautifully and pots 
of flowers set around the store provide an atmosphere 
of charm and tastiness. 

Formerly the center of trade activity was in the fore- 
part of the store, but snder the new arrangement of 
modern equipment the activities are distributed and 
arranged in sequence of their importance and appeal. 
Experiments, 
scientifically 
made, as were 
the lighting sys- 
tem and other 
installation, have 
shown that three 
feet per clerk is 
sufficient coun- 
ter space, so that 
superfluous 
space of this 
kind was done 
away with and 
given over to 
purposes of real 
utility. It will 
he seen that the 


(Continued on 
page 71) 
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Electric Trains Make Good as 


After Christmas Merchandise 


Merchant who reluctantly consented to test finds profits compen- 


sated for prominent salesfloor space 


By MARK HARRIS 


Vice-president, The Lionel Corporation, in charge of Advertising and Sales Promotion 


GREAT deal of the hardware merchant’s store 
A traffic goes to waste because he is not alive to the 

possibilities of it. Why should he be content with 
merely selling customers the article for which they have 
specifically entered the store, instead of arousing an 
interest in other merchandise, particularly toy merchan- 
dise ? 

As great a problem confronts the hardware merchant 
in his efforts to bring people into his store as is experi- 
enced by the big department stores. Many thousands of 
dollars are annually expended by these big stores in ar- 
ranging special displays and demonstrations—merely to 
get people to come in and look. Why cannot the hard- 
ware merchant conduct various demonstrations in the 
same manner at different periods of the year? His regu- 
lar store traffic could be considerably increased thereby. 
A well conducted exposition of the merits of a mechan- 
ical toy will always be convincing to a store visitor once 
his interest is aroused. 


Any hardware merchant who wishes to prove to him- 
self that electric trains are good as January, February, 
March and April merchandise is invited to try for him- 
self and his community this experiment which was tried 
in New York this year. 

Very soon after the Christmas rush, we asked a store 
to place on the main floor, well to the front, an electric 
train display. The manager demurred as he did not 
believe the trains would pay for the space. He had just 
had a big Christmas trade and thought the market was 
practically saturated for the time being. We selected 
this store because it kept account against the space used. 

Afer many arguments were presented he finally con- 
sented. A display in keeping with the store was installed, 
special attention was given to the accessories such as 
tunnels, stations, bridges, lamp posts, telegraph posts, 
electric signals, cross overs and switch tracks, village 
equipment and freight cars. 

This was with a view of showing those accessories 
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that the first purchase was not likely to include. We 
believed that the sets bought at Christmas time would 
be found inadequate when the first rush of enthusiasm 
was over. 

Much to the surprise of this merchant, the sales started 
at once. He kept a strict accounting of all sales from 
this stock to see that the display paid for the floor space 
from week to week. In this store the front floor spaces 
are used for seasonal goods that sell themselves by sug- 
gestion, hence the rental charge is high. Week after 
week this space continued to surprise the manager. The 
display remained on the floor through February, March 
and April. 


Tus store manager now believes that electric trains 
are good all-year merchandise and he will have more of 
a store display and more frequent window displays than 
previously. 

There is a lesson for hardware stores in this incident. 
The wholesale hardware distributor (upon whom the re- 
tail hardware merchant so greatly relies) has already 
realized the value of carrying toys in stock throughout 
the year. Their salesmen are instructed to talk toys on 
every occasion their trade is visited, 
and the catalogs of these hardware 
jobbers now have a very appreciable 
number of special pages devoted to toy 
merchandise in their regular monthly 
issues. 

It will be generally agreed that the 
community hardware store is visited 
at more frequent periods than any 
other store (except food, stores) by 
fathers and mothers. It is logical to 
presume, therefore, that a permanent 
all-year-round display of toys in a 
hardware store will remind parents 
more frequently of their children’s ex- 



















istence and need for playthings, than if a small spasmodic 
display of toys was made by these stores only at Christ- 
mas time. 

Therefore, why not make the hardware store the center 
of attraction for children as well as parents? Let us for 
a moment consider the number of times children accom- 
pany their parents to the stores. The interest of these 
children is aroused and held by attractive displays of 
toy merchandise; instead of their wandering aimlessly 
around the store, or outside the store, while purchases 
are being made by their parents. 

Toys generally are capable of being classified into 
seasonal groups. There are special toys for each of the 
12 months in the year, and we will attempt to analyze 
some possibilities in connection therewith in the succeed- 
ing paragraphs. 

The father who frequents a hardware store is me- 
chanically inclined. He takes a keen delight in doing 
household jobs connected with repair, or building things 
for the improvement of his home. This interest in 


things mechanical can easily be merged into a similar 

interest in toys of a mechanical or electrical nature. In 

drawing the boy into the hardware store, the merchant 
(Continued on page 84) 



















WO efficient toy 
departmencs that 
occupy a prominent 
part of the store’s 
floor space are pic- 
tured here. The up- 
per photo, showing 
the John B. Varick 
Company’s display at 
Manchester, N. H., 
was produced by the 
photographic depart- 
ment of that firm. 


The lower photograph 
is from the Miller 
Hardware Co., Olean, 
mm 2. 





















44 HARDWARE AGE for 


JULY II, 1929 











WH FITCH PResivenT 





JOHN WYETH, vice PRESIDENT 


D 
Hardware Golf Association 


"We believe there is more in business than 
simply interchanging goods and money. 


SECRETARY-TREASURER 
R A. SUNDVAHL 
321 W. RANDOLPH ST 
CmIcaco. iLL 






The unique letterhead of 
the Hardware Golf Asso- 








W. H. FITCH 





ciation 


GOLF HILL CAPTURE PREDICTED 


The Hardware Golf Association Promises Victory September 13 to 15 at 
Excelsior Springs, Mo.—All Hardware Men Are Welcome to Compete 


OLF HILL is to be 

captured again. ‘Gen- 

eral” William H. Fitch, 
president of the Hardware Golf 
Asgociation, proposes to move 
upon the enemy’s works next 
September. The works are on 
an eminence just _ outside 
Excelsior Springs, Mo. Yes, 
they constitute a golf course 
and the H. G. A. is to make its 
fourth annual attack Sept. 13, 
14 and 15, which dates fall on 
Friday, Saturday and Sunday. 

But there won’t be anything 
weak about that week-end. 
From a hundred and fifty to 
two hundred hardware golfers 
are even now getting ready to swarm up Golf Hill and 
win a prize apiece. . Every entrant walked away with a 
prize last year and it’s going to happen again. 

Preliminaries were arranged at a meeting of the direc- 
tors of the Hardware Golf Association held June 8 at 
the Aurora (Ill.) Country Club. They were guests of 
Mr. Fitch, who is president of Richards-Wilcox Mfg. 
Co., Aurora. 

John Wyeth, vice-president of the Wyeth Hardware 
& Mfg. Co., St. Joseph, Mo., who returned from an 
African lion hunt some weeks ago, is also vice-president 
of the H. G. A. Richard A. Sundvahl, Chicago sales 
representative of the Corbin Screw Corporation, 321 
West Randolph Street, is secretary-treasurer. 

Mr. Sundvahl and the other officers are now equipped 
with new letterheads, the like of which is not to be 


R. A. SUNDVAHL 


found in this or any other trade. 
The letterhead appropriately carries this sentimenl: 
“We believe there is more in business than simply the in- 





terchange of goods and money. 

Right next to this printed 
“creed” is the robust figure of 
a hardware man about to drive 
a croquet ball off a tee with a 
sledge and behind him is a small 
caddy with a big bag stuffed, 
not with golf clubs, but with a 
hoe, saw, monkey-wrench, ham- 
mer, ax and other items of 
hardware. The illustration is 
labeled: “Driving cares away.” 


Tuars just what the 
Hardwate Golf Association 
has been doing for a lot of 
hardware men. In increasing 
numbers they have been mak- 


JOHN WYETH 


ing their yearly assault on Golf Hill at Excelsior 
Springs. Headquarters this year are to be at the Elms 
Hotel. 


Every hardware golfer who has ever attended an 
H. G. A. battle at “the Springs” automatically becomes 
a recruiting sergeant with hard-boiled instructions to 
bring another recruit to the next engagement. Orders to 
this effect have been issued by “General” Fitch. 

The Hardware Golf Association is quite as unique as 
its letterhead. It has no constitution. It has no by- 
laws. It entertains no desire for any encumbrances of 
the kind. 

It is simply an informal organization of hardware 
men—from factory, jobbing house and retail store— 
determined to get together once a year and play golf and 
make just as few speeches as possible. 

It is an outdoor trade convention with mighty little 

(Continued on page 49) 
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100,000 Shells a Year to One Customer 





These dealers organized a community gun club and thereby created a fine 
volume of sales 


By MAJOR JOHNSON MORGAN 


OHAWK, N. Y., has’a population of about 3000. 

until five years ago there semed to be little inter- 

_ est in shooting in the community; so little in 

fact that the Mohawk Hardware and Plumbing Co., did 
not “bother” with guns and ammunition. 

Then J. C. Harter and Harold Ray, owners of the 
Mohawk Hardware and Plumbing Co., following their 
natural bent for sport, organized the Mohawk Fish and 
Game Club. Now the club has between 700 and 800 
members drawn from the town and prosperous agricul- 
tural district surrounding it. The club has this year 
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bought 35,000 shells from the Mohawk Fish and Game 
Club, indicating a purchase of about 100,000 shells this 
season. 

In addition, the sales of guns and ammunition to 
individuals have been greatly increased and the hardware 
men find their well selected stock turns rapidly. It is 
a case of two progressive men organizing for their 
personal sport in an old and settled community like 
Mohawk and finding that there is a lot of NEW busi- 
ness. Mr. Harter has been a member of the Trap Com- 
mittee of the club since 1926. 


esis 
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THESE ROD AND GUN CASFS ARE STATIONED 
STRATEGICALLY 


Only a few steps from Milner & Fribley’s front door 

are first-class displays of rods and guns. The casual cus- 

tomer can’t miss ’em. This plan, of course, advances 
volume. 





HOW THE CONTESTANTS 


If you are turnissing « home, come in 
een See CERTIFY THEIR CATCHES 
ncaa aed Every year Millner & Fribley 
ee ee have about two thousand spe- 
cosmic for your nping ‘ip the Sum cial envelopes printed. On the 
MILLNER ¢: FRIBLEY'S back of each is a blank certifi- 
cate to be filled out by the 

A New Perfectior Oil Stove or a New . . 
Gualenet esate clits tle hie ee fishermen who enter their big- 


the summe 


oan 2 omamuy gest-bass contest. 


MILLNER & FRIBLEY 
“Everything in Harcware and Furniture” 
“The Winclester Store 
Mam Oklahoma 














A Hardware Store That Really Is 


SPORTSMEN’S } - 


Millner & Fribley, Miami, Okla., Have Earned Their 
Wide Reputation—They Push Fishing-Tackle with 
an Annual Biggest-Bass Contest Offering and Award- 
ing $30 in Prize Money—It has Been Going Ten 
Years—Many Enter Each Season—How Local 
Personalities Are Hooked Up Pleasingly and Prof- 
itably with a Voluminous Sporting Goods Trade 


By GEO. F. MASSEY 





ATTORNEY J. G. AUSTIN 
STEPS IN AND BUYS A GUN 


This neighbor and customer of 
Millner & Fribley’s dropped into 
the store one day in May and 
took home a target rifle for him- 
self and son. The AGE man was 
there; hence the picture. Cus- 
tomer Austin just couldn’t help it 


PORTING 
S goods and 
the personali- 
ties of local 
sportsmen are 
hooked together 
at every oppor- 
tunity by Millner 
& Fribley, Miami, 
Okla. This firm 
specializes on fish- 
ing-tackle. Its 
tackle volume 
runs to about two 
thousand dollars 
in the average 
season. Millner & 
Fribley are thus 
responsible for 
more fish mortal- 
ity than any other 
factor in that part 
of Oklahoma. 
Their stock of 
tackle is famous. 
During the 


quail and duck season much bang-bang is heard in the 
land and much of the arms and ammunition back of it 
sells out of the Millner & Fribley store. Hammerless 
shotguns are lively movers. Probably fifteen hundred 
dollars’ worth of shotguns are sold each year, and two 


thousand dollars’ worth of shells. 
Ed Miller, himself, is a fishing fan. 


His rod-and-reel 


cronies just naturally gravitate toward the Millner & 
Fribley store when they need rods, reels, or what not. 
It is just as they advertise it—‘“Sportsmen’s Head- 


quarters.” 
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Left: 


HERE’S A HEARTY BUNCH OF FISHERMEN JUST BACK 





FROM SPAVINAW LAKE 


Every one of them was a contender in Millner & Fribley’s ten-year- 
old annual biggest-bass contest. Fish No. 4 from the left won the 


May prize of $5 for Contender Fred Holstine. 


Fish like to play around the dam at Miami Lake. This 
stretch of water is near Miami, Okla., where Millner & Fribley do 


such a fiashing-tackle business. Their stock is familiar to fishermen 


One of the things that maintains it in that commend- 
able capacity is their annual offering of $30 in prizes for 
the biggest bass caught each month in the vicinity. The 
contest has been held for ten years. Every fisherman in 
northeastern Oklahoma, northwestern Arkansas, south- 
eastern Kansas and southwestern Missouri knows about 
it. This contest is open to everybody. Any kind of 
equipment may be used, and there is no requirement to 
make a purchase in order to compete. 

For the sake of advertising continuity the prize money 
is split six ways, $5 for each month of the bass season, 
which lasts from May to 
October, inclusive. About a 
hundred men and boys get 
into the excitement of the 
competition every year. 

On the first of each month 
during the seasan some for- 
tunate walks out of Millner 
& Fribley’s with five dollars 
of the firm’s money. But it’s 
a gilt-edge mercantile invest- 
ment. 

Two thousand special en- 
velopes are printed just be- 
fore each fishing season. 
These are used as containers 
for such small items as fish- 


FISHING “TOOLS” ALONG- 
SIDE MECHANICS’ TOOLS 


Work and pleasure are pretty 
closely allied, after all. Any- 
how, Millner & Fribley see no 
incongruity in the juxtaposition 
of such showings. Carpenters 
make good fishing fans. 





in three States, not counting the strangers. 


hooks, lines, or anything else of that size sold out of the 
store. 

On the back of each envelope is a blank certificate for 
the record of each entrant, showing the number of 
pounds and ounces his fish weighed and the kinds of rod, 
pole, reel, line, and bait wherewith the fish was caught. 

These blanks may be obtained without purchase upon 
request. In case of a tie the award is divided. 

Before the first of each month many of these filled-out 
certificates are on file at Millner & Fribley’s. “It is con- 

(Continued on page 87) 
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“Fish and Feel Fit” Idea Made 
the Tackle Business Brisk 


HERE are several successful methods being used 

for stimulating the interest of anglers in fishing 

tackle. Some dealers will contend that there is 

no stronger appeal than that offered by the love of the 

sport, which, though sometimes restrained in the breast 
of man, is seldom entirely absent. 

There’s a fascination in trying your skill for the elu- 
sive members of the finny tribe that few other sports 
offer. The thrill of the pull and the gamey fight offered 
by a “musky” or “rainbow” must be experienced to be 
appreciated. Yes, there’s no denying love of the sport 
is responsible for a goodly share of our tackle sales. 


But—why neglect to stress all the other important 
inducements fishing offers? Isn’t it a great health 
builder? Any man who has pulled at the oars for the 
best part of the day while trolling or seeking a likely 
“fishin’ hole” will tell you it’s great exercise. Even the 
man who wades the trout stream will agree that fishing 
is indeed a big contributor to his physical well being. 
He doesn’t need to be rocked to sleep—insomnia doesn’t 
worry him. And say, the fisherman is ready to eat when 
the time arrives. The fresh air and exercise whet the 
appetite and he can do justice to any meal. Then 
patience, keener sight, mental attentiveness, skill and 
many other qualities are developed to a higher degree. 


These changes are unconsciously attained in addition to 
the pleasure the angler derives from the sport. 

With these thoughts in mind, G. Donald Ball, adver- 
tising’and display manager for Smith-Winchester, Jack- 
son, Mich., resolved to try a sales promotion for their 
tackle department that would center attention on the 
health producing qualities of fishing. Mr. Ball decided 
the slogan, “fish and feel fit,” aptly conveyed the idea. 
He placed emphasis on this slogan in both the window 
display and the newspaper advertisements, which tied- 
up with the window. 

As Smith-Winchester’s policy is “to get in on the 
ground floor,” Mr. Ball installed the tackle display we 
have pictured here, three weeks prior to the Michigan 
trout fishing season. Advertisements called attention to 
the opening date of the trout season and advised early 
preparations. They also made it known that trout licen- 
ses were ready and could be secured at the store. Of 
course, the fact that Smith-Winchester’s stock of trout 
fishing tackle was very complete and on display in their 
sporting goods department was not omitted. 


The “‘fish and feel fit” slogan was made a conspicuous 
feature of the window trim. Large cut-out wall board 
letters painted in white water color were arranged, with 
the letters of each word of the slogan joined together 
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by a wooden base strip on which the letters were previ- 
ously tacked, to hold them in proper alignment. A fine 
wire stretched across the foreground was the means for 
keeping the slant of the words uniform. 

Artificial grass mats covered the floor. Streamers of 
grass green crepe paper made up the background, being 
draped from window ceiling to floor. The central 
framed painting of the fisherman in the trout stream was 
n:ade in natural color by Smith-Winchester’s display 
department. The cost of necessary material for this 
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attractive window trim was approximately five dollars. 

We were informed that the window attracted a great 
deal of attention and created much favorable comment. 
The important thing it accomplished, however, was a big 
increase in the sales of all types of fishing tackle. Many 
items had to be re-ordered before the trout season 
opened. If your sales of tackle are not as healthy as 
they might be, “a fish and feel fit” promotion might be 
the tonic that would effect a cure. Surely the remedy, 
with such a strong endorsement, is at least worth a trial. 





Season jest 
Now- 
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Trout Fish 





Here are a few additional suggestions 
for the Trout Fisherman. 


Haiford and Allcocks double tapered 
‘aameled Lines—Sises H C H, HE 3, Trout Seaih One y 

ns Tod 
age Winchester, oat = TROUT —— i. a Tight king Of tacks ay 
South Bend Trout Rods. . le, 
Other Trost Rede—S6c up. NOW READ Tackle, P teh ay <a find leading Pe back a big 
Hodgeman’s Boots and Stockingfoot ist is given hese MMEES in Fishing 
Waders. H E R E P reagan deal ere: ng 
Bean's new Wading Shoes for Stock- Sport Dept.—Main Floor. 
ing-foot Waders. Pric 


SMITH-WINCHESTER CO. | 


oman: | 
Season Opens 
a May First 


Get that tackle box out and replen-- 
ish it with new flies, lines, etc., Now 





Here in our Sporting Goods Department 
you will find a complete assortment of 
English wet and dry fiies, leaders creels, 
fiy boxes, leader boxes, line dressing, 
landing nets, mosquito cream and other 
needs to complete your equinment for 
the coming season. 
































said about trade. That’s the kind of an order the 
H. G. A. is and it invites all human hardware folks to 
share the fun. 

Delegations are promised this year from Chicago, 
New York, New Britain, Indianapolis, St. Louis, St. 
Joseph, Minneapolis, Kansas City, Atchison, Duluth, Des 
Moines, Milwaukee, Omaha, Sioux City, Ottumwa, 
Indianapolis and other places where hardware men are 
to be found in numbers. 

Anyone connected with the hardware industry may 
join the association and attend the tournament. Regu- 
lar memberships are for hardware jobbing or manufac- 
turing firms, and allow one or more representatives to 
play for a $5 fee. Associate membership is for any indi- 
vidual selling to hardware jobbers a product of a firm 
not holding regular membership and the fee is $2. Any 
other person connected in some capacity with the hard- 
ware industry may, upon the approval of the membership 
committee, become an associate member for a like $2 





Golf Hill Capture Predicted 


(Continued from page 44) 


fee. All fees, thus collected, are used to purchase prizes 
as it is the desire of the directors to give every golfer, 
if possible a prize. Membership application blanks may 
be obtained from the secretary, R. A. Sundvahl, 321 W. 
Randolph Street, Chicago, II. 

The officers of the Hardware Golf Association are: 
W. H. Fitch, president; John Wyeth, vice-president ; 
and R. A, Sundvahl, secretary and treasurer. Additional 
directors are: J. Clarke Coit, W. F. Girard, E. R. Swift 
and Geo, H. Beaudin. 

Committee appointments were as follows: Member- 
ship—E. R. Swift, chairman, J. Clarke Coit and J. D. 
McCue. Arrangements: W. F. Girard, chairman, Har- 
old G. Starks and Howard J. Ellefeldt. Publicity: A. J. 
Eggleston, chairman, N. A. Gladding, Robert Jones 
and Charles Sager. Prizes and trophies: Geo. H. 
Beaudin, chairman, A. J. Eggleston and Ralph Irwin. 
Handicap and tournament: R. A. Sundvahl, chairman, 
J. C. Fish and J. K. Werner. 
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CONSTRUCTIVE SALESMANSHIP 


By SAUNDERS NORVELL 


the same territory, holds his trade, builds up 

new accounts and increases his sales, that sales- 
man deserves as much credit for some of the things that 
he does not do as for the things that he does do. 

The interests of buyers and sellers are not always the 
same. ‘There is every opportunity in the life of a sales- 
man to get into trouble. Simply showing samples, quot- 
ing prices and taking an order is a very small part of 
the successful salesman’s life. A salesman is constantly 
up against the ancient game of human nature. It takes 
a world of self-control, tact and diplomacy on his part to 
keep out of difficult situations and to avoid giving of- 
fense. That is why the experience of a traveling sales- 
man is such a valuable one. That is why so many trav- 
eling salesmen have been brought into the home offices 
and given executive positions. They have learned not 
only the art of making friends, which is one thing, but 
they know the art of holding friends, which is another 
thing, and a very important one, and which is acquired 
only through years of self-control and patience. 

All of us have heard of, and some of us unfortunately 
have had our experience with skyrocket salesmen. The 
skyrocket man is a “one-tripper’”—the man who covers 
a territory with great energy and enthusiasm and with 
a lot of hot-air conversation. Often this one trip is 
quite successful, but unfortunately in many cases on the 
next trip the same enthusiasm for the salesman, for some 
reason, is wanting. A one-tripper may be (?) a good 
investment for his house if he can constantly change his 
territory. One-trippers fare best on virgin fields. 

Some salesmen, who have not cut their eye-teeth, have 
an idea that the way to build up and hold a customer’s 
business is to gather up all the dirt they can about the 
customer’s competitor and retail it to the customer. This 
type of salesman frequently, if he cannot find an enter- 
taining story to tell his customer about his competitor, 
will make up the story himself. He may hear a story, 
which in itself may be a rather innocent one, and then he 
will dress it up with the fine touches of his imagination, 
with suggestive smiles and winks, so what may have 
been in itself a comparatively innocent thing is soon 
paraded as a serious scandal. 

One of the most obnoxious types of salesman is the 
scandal-monger—the man who attempts to build up his 
trade and hold it by knowing everything that is bad 
about everybody, about other merchants, about his fellow 
salesmen, about the head men in his own house and about 
the head men in other houses. Such a salesman travels 
from town to town spreading poison gas—the gas of 
unpleasant and disagreeable gossip. 

Such men, of course, never last on a territory. Mer- 
chants become disgusted with them. Sometimes their 
tales in the beginning may be more or less interesting, 
but when this salesman calls trip after trip and wags his 
evil tongue, these merchants soon become nauseated, dis- 


Wi tte: a salesman has traveled for many years in 


like seeing him and he finds nothing on the want book. 

On the other hand, a salesman who has a real desire 
to do constructive work on his territory can frequently 
be of the greatest assistance to his customers. He can 
straighten out the false stories that are spread by scandal- 
mongers. He can take a hand in situations where there 
is bad blood between merchants in a town, and instead 
of feeding the flame of their discord, by a friendly in- 
terest, by pouring oil upon the troubled waters, he can 
actually bring these merchants into harmonious relations 
again. I have seen this kind of work done time after 
time by broad-gaged, level-headed salesmen. 

It is surprising how much hatred existed in the old 
days between merchants, especially in the small towns. 
If a salesman in those days sold one merchant in a 
town, he would not dare to sell the other. These mer- 
chants were personal enemies. The salesman who was 
a friend of one merchant could not be a friend of the 
other merchant. 

In my own experience, some very laughable situations 
developed as a result of these conditions. I remember 
in a certain Western town I happened to have two good 
accounts. It just happened that both of these merchants 
bought the larger part of their goods from me. I had 
not built up these accounts myself but had inherited 
them from my predecessor on the territory. 

On one occasion it was necessary for me to remain 
over Sunday in this town. Sunday morning I was sit- 
ting in front of the hotel, enjoying the view on Main 
Street, when along came one of my customers. He 
stopped and chatted. Finally he asked me if I wouldn’t 
go up to his house and have Sunday dinner with him 
and hjs family. 

Of course, there was no reason in the world why I 
should not have done this. This merchant knew that 
I was alone at the hotel. To have refused his hospitality 
would have been a slight. I therefore accepted and 
enjoyed not only a very good dinner, but a very pleasant 
time at the hospitable family board of this customer. 

After dinner, we sat out on the porch and smoked 
our fragrant cigars. We were having a good time 
laughing and talking, when along outside of the picket 
fence came my other customer on his way downtown. He, 
of course, heard our laughter and must have known we 
were having a good time. He looked sourly over the 
fence and gave us a short nod. Then he went on his way. 

The next morning when I called on him, he informed 
me that I could cancel the order I had taken Saturday. 
“But what is wrong?” I inquired. “Well,” he said, “you 
and Mr. X. seem to be too darned friendly. If you are 
as friendly as that with him, you had better sell him 
all of his goods and I will buy my goods from some- 
body else.” 

I certainly did have a time getting this little difference 
straightened out. I had to explain just how it happened. 
I asked this dealer what he would have done if he had 
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been in my place. I assured him that if he had asked 
me to dine at his house, I would have been delighted to 
have gone with him, and that on my next trip, if he 
would ask me, I would make it a point, to accept his 
hospitality. I did succeed in getting the order reinstated, 
but after that I had to spend most of my time in this 
customer’s store on every visit, and I was pretty careful 
not to accept invitations to dine with the other customer. 
This story seems childish, but just ask any veteran 
traveling salesman about experiences of this kind he 
has had. 

Sometimes there are really serious differences not only 
between retail dealers but also between towns. I well 
remember in my early days when I traveled in western 
Kansas, there was a county seat war on between two 
towns, Leoti and Coronado. This county seat fight 
waxed so hot that salesmen who visited one town could 
not sell goods in the other. These two towns, at that 
time, were off the railroad. If a salesman would drive 
from one town to the other, the first question that was 
asked would be, “Did you sell any goods in Leoti (or 
Coronado) ?” If you did, then your name was mud. So 
we poor salesmen when we had worked one town thor- 
oughly, would have to drive in a wide circle all around 
the other town and come in on the main road from the 
other direction. We had to make quite a wide circle 
too, because these two towns were on the flat prairie and 
in plain sight of each other, and out in western Kansas 
in those days it took quite a long drive to get down 
below the horizon! 

Of course, this sounds funny, but, as a matter of his- 
tory, the fight between these two places grew so hot that 
one town decided to clean ont the other. An expedition 
was organized. Rifles and ammunition were supplied, 
and jumping into wagons these gentlemen started on 
their way to clean out the other town. 

Meanwhile, informaticn reached the other town of 
just what was going to happen. Stores and shops were 
hastily closed. Doors and windows were barricaded. 
A posse was organized, and this posse retired to the 
second floors of some of the buildings facing the main 
street. When the marauders arrived in their wagons, 
the town apparently was empty. They supposed all of 
their enemies had taken their departure. They started 
firing their rifles and revolvers. When the cavalcade 
was just in front of the hotel, the defenders of this town 
opened fire point blank. Four men were instantly killed 
and many were wounded. This took the pep out of the 
invaders and they beat it quickly for their home town. 

It happened that I arrived in that town with a party 
of other salesmen on the very same day after the fight 
was over. We had the pleasure of inspecting the 
corpses laid out in a row on the hotel floor. 

I do not know how the fight between Leoti and 
Coronado was ever patched up. I was transferred to 
another territory, but in those days county seat fights 
in Kansas were a very common thing. Sometimes they 
were settled by an election, and in one county, I was 
on hand when one of the rival towns, having lost the 
election, picked up their houses and all their possessions 
and moved right over to the other town that had been 
made the county seat. It was a curious thing to see a 
whole town being moved on wheels for several miles 
from one location to another. 


In those days, there did seem to be a good deal of 
hatred floating around. Once I asked an old citizen why 
there was so much hatred in small towns. “Well,” he 
replied, as he shifted his quid from one cheek to the 
other, “you see, in small towns they have more time 
to hate.” 

I remember on another occasion when just about dus 
I landed at the hotel in one of my towns. I took my 
catalog case, and without stopping to register at the 
hotel, I hurried up to my customer’s store. There was 
not a soul on the street. While it was a weekday, it was 
just as quiet as downtown on a Sunday afternoon. 
Carrying my forty pound grip, I hoofed it up to my 
customer’s store, and there I found him sitting in front 
of his frame building, with his chair tilted back, but 
in front of him on a low bench were two loaded Colt 
revolvers and an assortment of ammunition. 

“Well, well,” I inquired in my most cheerful manner, 
“What is the occasion for all the artillery?’ “A cer- 
tain bunch of gentlemen in this here town,” replied my 
friend Babbitt, “decided they would run me out. They 
sent word that if I did not leave, they would come 
around and attend to the job themselves. I sent word 
back that I would wait for them and that I would try to 
do my best to make their visit interesting and exciting, 
so I am just sitting here waiting for these birds to come 
up the street.” 

There I was! I wasn’t exactly happy over the situa- 
tion in which I found myself. If the boys decided to 
start shooting from behind some building, I was right 
in line of the fire. On the other hand, as Babbitt had 
been a good customer, I hated to show the white feather. 
So I took a seat on another bench just inside the door, 
and there we sat and awaited developments. Nothing 
happened. Babbitt was known to be a dead shot with a 
revolver and a very determined character. Afterward 
I learned that the differences between these gentlemen 
were fixed up by mutual friends. If I remember cor- 
rectly, that town was Miltonvale, Kansas, and possibly 
some of the oldtimers may remember this little differ- 
ence that occurred betweeti some of their leading citizens. 

In another town fifty miles off the railroad, in Colo- 
rado, one large dealer controlled the business for many 
years. He sold the ranches in a wide territory. He 
gave them credit, acted as their banker and did a large 
and profitable business. This merchant practically 
owned that county. 

One day a fellow moved into town, built a store two 
stories high, with a standard flat front, and a shed, 
bought a stock of groceries and opened up a cut-price 
business. He bought for cash and sold for cash. He 
lived up over the store, and his wife did all the work. 
Naturally, he made things pretty hot for the old mer- 
chant. Customers who bought on credit from the old 
merchant got prices from this new man and they 
grumbled at the high prices they were asked and which 
they had been paying. 

When I arrived in this town, I found a beautiful cut- 
price war had started. The new merchant had written 
my house, stating that he wished to order a line of hard- 
ware and to send a salesman. My house had forwarded 
this letter to me. 

I called on my old customer first. I inquired the 

(Continued on page 82) 
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Seven Aids 


to Summer 
Kitchens 


Juice ina Jiffy. .& handy 
f 


price 





Ice Cream in 45 Minutes 
+++ @ vacuum freezer that Sonny 
approves because there's a dash- 
er to look forward to but no 
cranking to be done. The bucket y 
is of wood, filled from the ‘under 
side... the can and fittings of 
cast iron . » the dasher may be 


Cracked Ice fats «+. a pick 
to break the ice. canv: 

to hold it and a ‘mae to crack 
it with. aCe mallet enam- 
elled blue .. . all in a box for 8Sc. 








A Little Shave. ..4. sid 
aluminum cup with cleverly ine 


the youngsters, .. $1.40 werk 


§ . 
A Matter of Weight ...n0 
mathematically minded cook 


one that is easy to use , - + The 
flat plate upan three 
= from the distinctly marked 
to weigh the baby ... the price is 
$5.50. 


#49 
Garden Shower Pots...the 


he maid will cnioy tating 
es Fats ‘with one of them 
priced from $1.65 to $4.50, 





The re 4t on Hatlve... 
shell the 


now it’s a 


can altos tp 0 be withom one, 





they're $1 each, 


SIMPLICITY is the Best 


Shape and size of space give the ad attraction power— 
Study ways to make the face of the ad interesting— 
Catch the reader’s eye as often as possible 


By GUY HUBBART 


66 E can’t take time to 
write good copy, and to 
offset this lack, try to 


have good layouts—is there any 
good rule for size of space for a 
given number of items’’—query. 


Both problems suggested in this 
query are of enough common in- 
terest to warrant a few sugges- 
tions. The question is of interest 
both to smaller city stores where 
no professional ad man is em- 
ployed, and to larger ones with 
better facilities, for a great deal 
hinges on how ads look. Custom- 
ers are busy people with lots of ads 
to read, and an ad has to be good to 
get more than passing inspection. 
This is especially true where the 
newspaper carries many ads of 
many kinds. 

There is only one general rule 
for size of space for a given num- 
ber of items—enough space to let 
each item stand out clearly. 

For example, if 12 items are 
featured, 36 inches of space, or 3 
inches to the item is none too 
much, Of course, if the printer is 
skillful, typesetting and display 
may offset crowding, but unless 
copy is brief, body type may run 
too small, thus cutting down read- 


Here is an interesting varia- 
tion from the usual square end 
and rectangular shapes. Also the 
strip has high attention power on 
the average newspaper page. Size 
19 inches. 


ability. Rather than have this happen run fewer items, 
giving each a little more space. 

Body type in the two ads produced here is about three 
fonts too small, although it is well set and in good meas- 
ure. The customer with an immediate need, who deliber- 
ately studies an ad, on the hunt for what is wanted, may 
not balk at small type but the casual reader will. And 
the casual reader is the one who buys 88 per cent of 
goods whose sale can be directly traced to the ad. The 
careful reader buys the other 12 per cent. It pays to 
make ad reading easy for both. 


Shapes and Size 


The size of an ad, together with the shape—rectang- 
ular, square, long and narrow, shallow and wide—affects 
the attraction power of the ad. Also size and shape in- 
fluence the position an ad gets on the newspaper page, 
and therefore its competitive chances of being seen by 
the newspaper reader. 

And that’s the first job of an ad, to be seen. Reading 
follows, then action, either buying or “looking,” and 
either requires a visit to the store. 


The Simple Layout 


After all, the layout serves mainly to hold the parts 
of the ad together, molding them into a unit. And con- 
sidering everything simplicity is the best practice in de- 
signing hardware ad layouts. 

Too much ornament, unique shapes and over-display 
clutter up the face of the ad.. The “face” ought to be 
attractive and animated, but not so overdone that it looks 
like an ad for expensive jewelry or something similar. 

Notice the Brown-Dunkin housewares ad, a section out 
of a general ad. It is simple, unadorned, yet each item, 
cut and caption, stands out clearly. Space size is 27 


inches, and the space area is almost square, well suited 


to the amount of matter included. 

The strip ad, a shape that is always good if carefully 
used, is simplicity itself. Just seven items with a head- 
ing “Seven Aids for Summer Kitchens.” Each section 
is made up of a cut that fits the space, 40 words of de- 
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Rule for Hardware Ad Layouts 


scription and a price. This type of layout stands out 
well on the newspaper page, and is not likely to have 
much similar competition. It is distinctive without being 
odd, and if used regularly, is easy to identify. 

A suggestion: Count the items you intend to adver- 
tise; decide on about the number of words of copy per 
item. Then allow each item 2 to 3, even 4 inches of 
space. Thus, if there are to be 12 items with brief 
copy, multiply 12 by 2. That is 24 inches. If copy is a 
little more full, multiply 12 by 3. That’s 36 inches, etc. 
In all cases allow a few inches either for cuts, general 
write-up and signatures. This is a good plan where 
space has to be used carefully, so none is wasted. Make 
the layout after you have decided on size. 


This space is 27 inches, 3 columns by 9, and is 
a good average for stores that run an add two to 
three times weekly. Layout and arrangement are 
simple but effective. 





Send In Several Ads At A Time And With 
The Full Newspaper Page 


We welcome all the single ads anyone wants 
to send in for comment. And when you can 
send in several, so much the better. A week’s 
run gives us an idea of how stocks are featured 
and furnishes the basis for more and better 
suggestions. Do not clip the ad out of the 
newspaper page. Send the full page if con- 
Guy Hubbart. 


venient. 
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New Housewares 


Anniversary Sale Priced! 


Metal Kitchen Stools, 
89c 


Double braced, all steel. 
In choice of colors—red, 
blue, yellow, green and 
white enamel. 





Galvanized Garbage 
Cans, 79c 

—6 gallon size complete 

With patent lock cover... 

Water tight seams. 






Cotton Wall Mops, 
29c 


—Washable white yarn, 
woven tightly in twisted 
galvanized wire . . . long 
5-foot 6-inch smooth 
handle. Limit 2 to a 





5-Step Ladder, 
$1.19 


—Steel braced steps and 
top. Bucket rest and steel 
folding device. Smooth 
wood . . . strong and de- 
pendable. 


Pantry Step Stools, 
59c 
—Three-steps, steel braced 


under ,each step. Folds 
up. Varnished. 


al 
Eleetric Iron. 
$1.79 


—Full weight fron, nickel 
plated, in choice of black 
or colored enameled han- 
dles, Complete with de- 
tachable cord and two- 





Parlor Brooms, 


55c 


—Made of all corn . 
four rews of stitching ... 
smooth, colored enamel 
handles. 


















































Kitchen Chairs, 
$1.19 


—Of unfinished smooth 
wood with one piece bent 
back. 


“Kyanize” Paint and 
Brush Outfit, $1.39 
—One-quart can of wall 
or furniture enamel , . . 
your choice of any color 


+ + « With 14%-Inch rubber 
set bristle brush, 


piece plug. 




















Tungsten Electric 








Cedar Oil Mops, Folding Ironing Board, 
39c 9 
2 for 78c. Chemically $1.2 Bulbs, 6 for 95¢ 
treated dusting mops and —Smooth wood ... double —Newest inside frosted 
cedar oll polishing mops braced. The stand folds style; choice of 15, 25, 40 
complete with 4-foot up under adjustable* and 50-watt sizes 
smooth wood handles. heights, - HAGER’S, Downstairs Store 











MACHINERY AND CIVILIZATION 


S industry shackling life with machines or is it striking 

off the shackles of drudgery? 

This question is raised and answered by Julius H. Barnes, 
Chairman of the Board of the Chamber of Commerce of 
the United States, in an address before the National Elec- 
tric Light Association. 

“Is our civilization too highly mechanized,” he says, 
“or are we beginning for the first time in history to put 
a proper premium on the superiority of mind over muscle? 

“When we equip office and work-shop with invention 
and power that shorten the working day, has modern in- 
dustry only contributed an opportunity for profitless idle- 
ness or worse? 


“When electrical servants in the home free the day of 
its ancient tasks there is no chorus from the emancipated 
homes of America that the home is being mechanized, 
destroying the craftsmanship of former times. There is 
no insistence from the women of America that we return 
to the domestic era of the wash-tub, the stifling range, 
the itinerant dressmaker and the dusty broom. Twenty 
million American homes connected for electricity evidence 
no inappeasable aspiration for the days of the kerosene 
lamp and the 8 o’clock servant maid. American homes pay 
today for kilowatt hours, but they buy light, warmth, cool- 
ness, relief from drudgery.” 
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Y THOL- 
OGY 
tells us 

that Thor in 
making his 
famous and 
much pictured 
hammer was 
really the first 
tool maker and 
that the Gnomes 
were the first 
hardware merchants. They 
furnished the very fine metal 
for Thor’s hammer. It was the fineness of the metal as 
well as the workmanship of Thor which is responsible 
for the long duration and active service mentioned in 
the legendary version of these picturesque characters 
and their activities. 

For twenty years two little Gnomes have very actively 
and appropriately suggested the wide scope of mer- 
cantile service available at the hardware store of 
Hammacher, Schlemmer & Co., New York City. They 
have busily occupied the public’s attention in subway 
and surface car advertising, in newspaper, magazine and 
circular advertising. With one exception, they have al- 
ways been actively engaged, mending furniture, fixing 
automobiles, painting homes, garages, cars or furniture, 
repairing homes and home equipment, or in some very 
dramatic manner calling attention to some activity re- 
quiring equipment and materials sold by this large well 





W. H. SIEBERT 





The STorY of the 


By CHARLES J. HEALE 


WM. F. SCHLEMMER 





departmentized hardware store. 
The one exception to the steady 
record for energy by the Gnomes was a blotter inviting a 
call at “The Home of the Gnomes.” The picture showed 
one little fellow leaning against the door of a cottage. 
He is smoking and has a wonderful look of content- 
ment. His inseparable pal is spraying with a sprinkler 
can, flowers in a pretty window box. 

Before the Gnomes became associated with Ham- 
macher, Schlemmer & Co., in an advertising capacity, 
their old friend and only known customer, Thor the 
hammer maker, had that honor and in his day was rel- 
atively equally as prominent, although he had only one 
pose, whereas his little friends are the most -versatile 
hardware advertisers on record. 

A German commercial artist seeing Thor on a bill 
head of the company dated 1869, visited the store and is 
credited with telling the story of the Gnomes and selling 
the idea of using them in the company’s advertising. 

The first formal record of this large 
business shows that Wm. Tollner in 


ENERAL view of main store. Notice 

model summer garden with necessary 

equipment. Also a typical car card ad- 

vertisement with the Gnomes hard at their 
work fixing an automobile 
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(SNOMES 


Mythology’s First 
Hardware Merchants 
Now Work for Ham- 
macher, Schlemmer 
& Co., New York City. 


aN yy FF, 
1848 conducted a £& —— 

hardware store at |@ 
221 Bowery, with 
indications suggest- 
ing its operation by 
that party for many 
years prior. Five 
years later the late 
Wm. Schlemmer 
entered his uncle 
Tollner’s employ as 
aclerk. At $2 per 
week young 
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Schlemmer was a 
picturesque sight, selling hammers, nails, etc., on the 
pavement directly in front of the store which he later 
acquired and developed into an outstanding mercantile 
success, which he controlled until his death sixty-four 
years later. 

It was in 1859 that A. Hammacher was admitted to 
the firm, the business moved to 209 Bowery and oper- 
ated there as 
Tollner & Ham- 
macher. Si x 
years later, 
Tollner retired 
from _ business 
and the former 
pavement hard- 
ware salesman 
became a partner 
to Mr. Ham- 
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JAV NOLO NIX3T 


HE entire 

second floor of 
the main store is 
devoted to all kinds 
of sporting goods. 
A sketch of the 
57th St. branch is 
shown in the lower 
left hand corner of 

this page 


a ia 





HEN Hammachers was 


on the Bowery a rail- 

road passed .the front door, 

going to White Plains, N. Y. 

also passing the present loca- 

tion of the store at 14th 

Street. The main store is 
shown below. 
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URING the Civil 

War coins became 
scarce. The Government 
permitted merchants to 
make their own. coins. 
Hammacher, Schlemmer 
& Co. were one of the 
first to issue them. The 
picture at the left is a 
general view of the 57th 
St. branch. An old in- 
voice featuring Thor the 
tool maker and an old 
advertisement of the com- 
pany are shown at the 

bottom of the page. 

















macher, and the firm became Ham- 
macher & Schlemmer. In 1883, the 
year the Brooklyn Bridge was 
opened, the firm became Hammacher, 
Schlemmer & Co., and in 1893 was so 
incorporated. Two years prior to the 
death of Wm. Schlemmer, in 1916, 
his son Wm. F. Schlemmer becam: 
president and is the incumbent head 
of the business. 

It is interesting to note that Wm. 
F, Schlemmer, aspiring to follow his 
father’s footsteps, entered the employ 
of the firm at the age of 15, with a 
salary of $5 per week. He was first 
an errand boy, later stock clerk anc 
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\ M. SCHLEMMER at the age of 12 
sold hardware on the pavement be- 
fore the store of Wm. Tollner 





CABINET AND PIANO HARDWARE, TOOLS AND TRIMMINGS. 


so on up the ladder he worked until the time of incor- 
poration, at which time he succeeded Mr. Hammacher as 


a director, and vice-president. 


treasurer. 


He is now president and 


As the picture taken in 1867 shows, Mr. Hammacher 
had a hardware competitor next door. Historically 








Frammpcyer Semen Co, 
~202 Bowtry, Rew York - 















speaking, the famous 
Tony Pastor’s Opera 
House a few doors away 
is even more interesting. 
The original photograph 
from which this cut was 
made hangs in a gold 
frame formerly the 
possession of P. T. 
Barnum who used it to 
house a photo of Jenny 
Lind. 

Looking at this pic- 
ture we find a very gaunt 
long and lean barber pole 


(Continued on page 86) 
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Here is the newly arranged store of Hamp Williams, Hot Springs, Ark. As Hamp puts it “the same old place 
but painted over” - 


Hamp Williams Concludes that We Need 


DRIVERS, NOT LEADERS 


ERE is a photo of our new store. It’s like the 
fellow’s sweetheart—same old girl but painted 
over. 

If we could have made the announcement at the open- 
ing of this new store that we were a part of some chain 
system, that would have fixed us up in fine shape. Peo- 
ple would have swarmed in and our prices would have 
been entirely satisfactory. We have noticed some change, 
however, for the better, yet it is not as good as it would 
have been if we could have traded our name and reputa- 
tion for the name of Montgomery Ward or some other 
well-known chain system which already has the reputa- 
tion of selling goods cheap. 

The store room as you see it is 100 x 100 feet, 16- 
foot ceiling, a spacious mezzanine floor and another room 
above it 100 x 150 feet, where we display our furniture, 
carpets, rugs, etc. There is still another floor above this 
one, which is 100 x 150 feet. We have installed an 
electric elevator, push-button type; réwired the building 
with a splendid lighting system. 

We are very proud of the change. It makes a won- 
derful improvement. It cost ten or twelve thousand 
dollars to make this change, but like the long tunnel 
the boy and girl had passed through on the train, the 
girl remarked after they had reached the light that she 


understood that this tunnel cost five million dollars. The 
boy said: “Yes, and it’s worth every damn cent of it.” 


"Tue trouble we are having now is to get people to 
believe that our prices are right. How can we do that? 
We can’t prove it. The chains can recommend their 
goods as highly as we do ours; and when I look over 
their crew of salesmen, who have lived in Hot Springs 
all their lives, I can’t see much difference in theirs and 
mine. Their stores don’t look any better than mine, and 
their customers don’t look any better—but there are so 
many more of them is what worries me. I have been 
preaching satisfied customers all my life, but how can I 
satisfy them when they don’t trade with me? Well, I 
won’t say that either. They do buy nails, wire, fertilizer, 
roofing and such stuff that they can’t get at the chain 


stores. We occasionally sell them slow-moving mer- 
chandise. You know chain stores don’t handle any slow 


moving stuff, and it’s about the only thing that we can 
make any profit on—yet we are told not to handle it. 
The independent merchants of my town make leaders 
out of all the staple lines trying to induce trade and that 
is about all we sell—leaders. I have come to the con- 
clusion that we don’t need leaders—we need drivers. 
Hamp WILLIAMS. 
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Hundreds of dollars’ worth of this stock is continually selling itself due to its prominent and intelli- 
gent display. Notice unobstructed aisles and price tags used throughout 


In the Year That A. M. Griffen Co. Has Occupied Its New Store 


Sales Increased in Every Department 


ware” have been synonymous in Plainfield, N. J. 

Grandchildren of early customers are now learning 
that this store sells both the unusual and the usual in 
hardware and house-furnishings—at fair prices and with 
a personal interest in each 
sale. 

From a small beginning, 
with an organization of 
three people and 750 sq. ft. 
of floor space, the business 
has grown and prospered. 
Now there are 16 in the 
organization of A. M. Grif- 
fen Co., which is housed in 
a new, modern building 
with more than 8000 sq. ft. 
of floor space. <A recent 
twelve months’ compilation 
showed the total volume of 
sales in this period—on an 


‘a more than fifty years “Griffen’s” and ‘“‘hard- 





inventory of approximately $60,000—was very close to 
$160,000! 

Prior to April 1, 1928, the Griffen salesmen were 
working in a very old building and using fixtures that 
were from twenty-five to fifty years of age. Here the 
concern was founded and 
here it had grown and pros- 
pered. It can be readily 
understood that when the 
lease on the building ex- 
pired in 1928 and plans 
were drawn for a new 
structure to be erected 
around the corner on Som- 
erset Street, there was some 
doubt as to the outcome. 
Front Street, in the heart 
of the shopping district, had 
people thronging its side- 
walks. Somerset Street, 
although a “side street,” has 
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Ladders, show cases, cluttered 
aisles and ceiling-high shelv- 
ing were most prominent in 
the old Griffen store on Front 
St. Here there was no oppor- 
tunity for modern display and 
no chance for expansion 
which was necessary. 


the added advantage of being a cross- 
county turnpike, and the home of many 
retail institutions who can not afford 
Front Street rents or taxes. 

The executives of the store were told 
that they were moving from the shopping 
district and that sales would decrease. In 
the year which the company has occupied 
its new quarters, sales in every department have iu- 
creased over the previous year in the old quarters! 

This new store. building at 24 Somerset Street is very 
attractive. Its front is two stories in height, of brick 
and terra cotta and has a wide expanse of show win- 
dows. When stepping into the store, the customer is 
greeted with a flood of light. Since the second floor 
extends only 15 ft. from the building line, it has been 
possible for the company to install more than a dozen 
large skylights in the ceiling of the sales floor. These 
shed natural daylight over the store, making it “The 
Daylight Hardware Store.” Modern electric light fix- 
tures have been installed for evening illumination. 

On the floor are 40 display tables, and along the walls 
are several hundred feet of wall cabinets and shelving, 
designed and manufactured by W. C. Heller & Co. of 
Montpelier, Ohio. The tables are of the double duty 
type, with space beneath the top for additional display 
of larger items. The cabinets have swinging display 
panels on which have been mounted about 2000 items, 
representing the stock of the tools and shelf hardware 
departments. More than 365 miscellaneous articles can 


be found in the well-filled bins of the table tops, in ad- 





dition to 150 tool articles, 485 shelf hardware items and 
675 small kitchen articles. 


The house-furnishings department accounts for about 
40 per cent of the store’s total sales volume—leading 
all other departments. Its merchandise occupies more 
than one-half the display tables of the store, as well as 
a considerable portion of shelving. A competent house- 
wares man is in charge. His specialty is the mass dis- 
play of merchandise. Practically his entire stock is on 
the table tops, piled or ranged in neat order—with each 
piece plainly priced. 

The shelf hardware department is the second larg- 
est division in the Griffen store. Realizing that there 
are many hundreds of items in stock which do not 
need personal effort for selling, the management has 
opened its boxes of casters, screw hooks, picture hang- 
ers, thumb tacks and the like, and placed this merchan- 
dise in bins on the top of several tables. Greatly in- 
creased sales are reported from this display. 

A large portion of space is devoted to the stock and 
display of agricultural merchandise. Here, in charge 
of a trained agricultural expert, are seeds, fertilizers, 
implements, plants and other requirements for farm 





When the merchandise was taken out of boxes and placed in these compartments on a display table, 


sales increased. Self-selling is possible due to plain price marks and assortment of sizes and styles 
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and garden. The paint, tool, cutlery and stove de- 
partments, of course, contribute largely to the success 
of the store. 

The company does not attribute its successful year in 
the new quarters to loss leaders or special sales. In- 
stead it gives full credit to the store layout and stock 
display. As one stands at any portion of the store, 
practically every item in stock in every department can 
be easily seen. All displays are of a uniform height, 
radiators are hidden, and there are no signs to distract 
or obscure vision. The brightness of the store draws 
customers down the wide aisles, where from 80 to 85 
per cent of all stock is prominently displayed. 

In the rear of the building is a stof&ge shed where 
surplus stock and heavy hardware are kept until needed. 

The Griffen management of today is not that of the 
founders. In 1881 the Plainfield retail hardware busi- 
ness of Curtis & Griffen was purchased by one of 
the partners, A. M. Griffen. His brother, George M. 
Griffen, later became connected with the business, which 
was conducted by the broth- 
ers until 1911, when it was 
incorporated as the A. M. 
Griffen Hardware Co. 

In 1925 the business was 
acquired from the Griffens 
by a corporation headed by 
A. M. Vanderbeek, who for 


Two views of the Griffen 
store are shown on this 
page. Above is the tool and 
builders’ hardware depart- 
ments with the paint de- 
partment in the rear. Cut- 
lery is displayed in the dis- 
play fixture shown in the 
foreground. 


| “The reproduction at the 
. tight gives a general view 
of the sales floor. 


thirty years has been em- 
ployed in the store. Asso- 
ciated with him are B. L. 
Yawger, as secretary in 
charge of the agricultural 
department, and F. W. 
Volk, treasurer and store 
manager. The president 
does the buying for the 
company. 

The new building was 
not erected without deep 
thought and careful consid- 
eration. The company ex- 
ecutives read in HARDWARE 
AcE and other trade jour- 
nals of the successful re- 
modeling of retail hardware 
stores. They visited many 
of these stores and dis- 
cussed the matter with mer- 
chandising experts and ar- 
chitects. The result is a 
modern, fireproof building, designed especially for the 
needs of the company today and in the immediate future. 

A pneumatic cash system speeds the cash sales, which 
account for about 50 per cent of the total business. 
Six out of every ten purchases are made by women 
who have remarked at frequent intervals and in tones 
of admiration that, no matter what they needed, they 
could always “Get It at Griffen’s.” 

The present location of the Griffen store has a historic 
background. For forty-seven years—until 1900, a grist 
mill was operated here on Somerset Street by the late 
P. M. French. Previous to the erection of this mill, 
there was another old mill a short distance away whose 
water and mill rights were granted by King George IV 
of England. Mr. French divided the old mill in half 
and moved part of it to Somerset Street. The other half 
still stands today. The Griffen company bought the 
property from the Griffen brothers, who planned to use 
the site for a modern building. This plan has been 
carried out by the Griffen company. 
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Don’t Sell Your Good Will 


By DAN SCOATES 


Secretary, Texas Hardware and Implement Association 


ERE is a complaint that I trust 

will prove interesting because 

it comes from the man way 
down the line—the customer—the fellow 
that finally pays all the bills if they are 
paid at all. Sometimes he doesn’t pay 
and then the stockholder pays. 

This all has to do with a small boy 
who has grown in the past few years 
until he is no longer small but still is a 
boy and sees things in the boy’s light. 

A few years ago, we—the good wife 
and myself—got this boy a little wagon 
for Christmas. It wasn’t an elaborate 
affair but it was.a well built toy that 
he could haul his friends around in and 
be pulled in for a ride. It served its 
purpose in good shape, but like all good 
wagons after due time, got wobbly. One 
of the wheels gave away in the hub. 

So I said to son, “Well, that can’t be 
fixed.” 

“Yes it can, that wagon is guaranteed. 
It’s a good wagon.” 

He went upstairs to his room and dug 
up a certificate of guarantee that came 
with the wagon. He read it to me. 

“Now I am going to write them and 
tell them about it, and they will send 
me a new piece.” 

Such is the faith of a small boy. 

The next morning he gave me a let- 
ter addressed to the firm that makes this 
kind of toys. I was interested to know 
what the result would be. Would this 
manufacturer tell the boy nothing doing 
or would he seize the opportunity to do 
some effective advertising. 

In about a week the new part came. 

Son immediately said, “What did I 
tell you, dad?” 


A Piece of Good Advertising 


That manufacturer was written in- 
delibly in the mind of this boy as a 
square shooter. It was good advertis- 
ing. 

The boy grew. This last, Christmas 
we wanted to get him something espe- 
cially nice because we will not buy him 
toys many more Christmases. 

We decided that he would like a 
wood turning lathe, saw and all the 
trimmings that go with it, run by an 
electric motor. 

We bought a well advertised machine, 
made by a well known manufacturer, 
and got it through the local hardware 
dealer. 


Reprinted Courtesy of Nation’s Business 


Fine. Then he set it up and got it 
running, only to find that it was not 
true. Son was terribly put out but he 
| took it in good spirit. I was going to 
Dallas the next week and he asked me 
to take the faulty part to the factory 
branch house there and ask them to re- 
place it. 

I took it to Dallas and carried it to 











DAN SCOATES 











the branch house. The man there agreed 
to send it in to the factory for me. I 
told him that it was a new machine and 
I did not want any of this pay the ex- 
press charges stuff. It was the manu- 
facturer’s fault and he should take care 
of it. 


The Part Arrives Collect 


Nothing was heard from it for a 
couple of weeks. Finally I wrote the 
branch and they wrote the factory. The 
part came. It came express charges 
collect, $1.34. 

How much do you suppose that man- 
ufacturer spent in advertising to get 
son and me sold on his product? Ask 
him. I’ll bet he will throw out his chest 
and tell you how many hundreds of 
thousands he is spending in advertising. 

He made a customer out of us ani 
now he sells his good will for $1.34, as 
far as we are concerned. 

I just couldn't believe that a big na- 
tional manufacturer would sell good 
customers so cheaply. 

I wrote a letter directly to the presi- 





The machine came. The boy got it on 


Christmas and was tickled pink. 





dent of the concern. I didn’t want any 
buck passing. Maybe I was wrong, but 





I wanted to know the policy of this con- 
cern. 

I got a nice letter back. It seemed that 
the president had a son and they had 
Christmas up in their part of the coun- 
try and he knew just how the whole 
thing must have upset our young man. 
The letter was a fine dissertation along 
that line. It was a fine letter of condol- 
ence—perfect. But— 

There must be matters of policy and 
laws laid down and it was wrong for 
me to handle this matter myself; | 
should have taken it to the dealer of 
whom I purchased it and got him to 
send it in and he would have paid the 
express. 

The letter winds up with “again wish- 
ing to express my regret,” etc. 

So far so good. I haven’t asked the 
dealer for the $1.34 and I am not going 
to because I have my money’s worth. 
This manufacturer sold me his real rep- 
utation at that price and I felt that i 
got a bargain because it just happens 
that we need some wood working ma- 
chinery for our shop and, well, you see 
how I feel. 

Now, from the merchant’s standpoint. 
While I don’t know for sure, I’m fairly 
certain this manufacturer allows the re- 
tail dealer somewhere around 30 per 
cent cn this type of machine. The deal- 
er has to pay the freight out of this, 
take eare of his cost of doing business 
and in the case of this manufacturer, 
pay the express on any bum goods sen‘ 
him. 

Well, let’s see about the profit this 
dealer can make-on that long discount. 
The dealer cannot charge more than list 
because the resale price is advertised. 
According to the information gathere: 
by the National Retail Hardware As- 
sociation for 1927, the latest figures 
available, a dealer in a town of from 
3500 to 10,000 doing a business from 
$60,000 to $100,000, has a cost of do- 
ing business of 20.83 per cent. 

Then the dealer from whom I have 
purchased this machine must have a 








cost of about that amount. I asked the 
dealer the amount of the freight bill on 
this item. He told me and I figured it 
was 4 per cent of the sales price. So 
that brings the dealers cost on this 
item up to about 25 per cent. If the 


manufacturer gave him 30 per cent he 
is still 5 per cent to the good. 
But, now I come in the store with 
(Continued on page 75) 
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James E. Vogel, Sales Manager, 
The Gendron Wheel Company 


James FE. Vogel has been appointed sales 
manager of The Gendron Wheel Co., To- 


ledo, Ohio. 





JAMES E. VOGEL 


Mr. Vogel is the son of Joshua F. Vogel, 
the well-known pioneer in the juvenile ve- 
hicle industry, who was president of The 
Gendron Wheel Co. from 1885 until 1928, 
at which time he retired from active busi- 
ness, although he still retains a seat on the 
board of directors. 

The younger Mr. Vogel has been con- 
nected with Gendron for 15 years, during 
the greater part of which time he was 
assistant sales manager. Mr. Vogel is well 
known and well liked in toy circles, and 
his association with the children’s vehicle 
industry since childhood has particularly 
fitted him for the position of sales man- 
ager. 


Metalware Institute Tinware 
Group Issues List Prices 


The Tinware Group of the Metalware 
Institute, Inc., of 42 Madison Ave., New 
York City, composed of manufacturers 
of household and cooking utensils, has 
completed a collection of information and 
a study of costs upon which intelligent 
list prices have been developed, pursuant 
to authority judicially conferred that “an 
intelligent list price for various classes of 
utensils may be developed which can be 
used in the trade generally, and from which 
individual producers can quote whatever 
discounts their costs and judgment may 
permit,” it being understood that the lists 
shall not be used “for the fixing of agreed 
prices or for the accomplishment of any 
other unlawful purposes.” 

Since different tinware manufacturers 
produce a great variety of articles, a gen- 
eral revision of net selling prices, made 
necessary by fluctuations in the cost of 
raw material, labor and other production 
costs, would require that each dealer 
change his record of the net price on each 
of these several thousand different items. 





In many instances, a dealer does busi- 
ness with several manufacturers which, 
of course, on a net price basis means that 
price change records represent a consid- 
erable amount of detail. 

Heralded as an economy measure, in 
order to simplify wasteful procedure, the 
custom of selling by list and discount will, 
it is believed, be welcomed in the trade. 
The list prices of each manufacturer re- 
main constant and do not change. The 
discounts to be deducted from the list 
prices, however, are actually the prices at 
which the goods are sold. Therefore, a 
general change in any manufacturer’s 
prices on all the items requires nothing 
more than a statement of the new dis- 
count applying to his whole line of tin- 
ware items. 


National Lead Co. Takes Over 
Carter Lead Sales Force 


Believing it will improve service to the 
customers of both companies, arrange- 
ments were completed, effective July 1, 
for the consolidation of the selling organ- 
ization of Carter White Lead Co., Chi- 
cago, Ill., with that of the National Lead 
Co., 111 Broadway, New York, N. Y. 

All correspondence regarding the Carter 
company or its products should be ad- 
dressed to the National Lead Co., who will 
now supply the trade with Carter white 
lead and oxides, together with Dutch Boy 
products. 





Triplex Washing Machine Co. 
Now Occupies New Factory 


The Triplex Washing Machine Corp., 
recently reorganized, has incorporated un- 
der the laws of Illinois for $1,000,000. 

Officers of the company are: Leo. P. 
Cummings, president and treasurer; R. F. 
Reiter, secretary; R. W. Taylor, vice- 
president and general manager; G. E. 
Ditzler, engineer ; and H. W. Dillion, pro- 
duction manager. , 

Its new plant, located at the intersection 
of Oakley and Fullerton Aves. and Mon- 
tana St., Chicago, Ill., is reputed to be 
one of the most modern plants in the in- 
dustry. Production on the new model “D” 
washing machine is already underway in 
the new factory. 





F. A. Merrick, President, 
Westinghouse Electric Co. 


F. A. Merrick is now president of West- 
inghouse Electric & Mfg. Co., East Pitts- 
burgh, Pa. He succeeds E. M. Herr, who, 
after an extended vacation, will become 
chairman of the board. 

Mr. Merrick has been with Westinghouse 
for many years, and until his elevation to 
the presidency was vice-president and gen- 
eral manager. In 1903 he formed the 
Canadian Westinghouse Co., becoming its 
vice-president and general manager. In 
1925 he was made vice-president and gen- 
eral manager of the company to whose 
presidency he now accedes. He is also a 
director. Mr. Merrick’s headquarters will 
be in East Pittsburgh, Pa. 





Zellin Continues in Charge of 
Amer. National Advertising 


A. W. Zellin, known from coast to 
coast as “Art,” has been intrusted for 
the tenth consecutive year with the adver- 





A. W. ZELLIN 


tising and sales promotion of the Ameri- 
can National Co., Toledo, Ohio. 

Mr. Zellin is well known in the juvenile 
vehicle industry. He has a couple of 
youngsters who are expert operators of 
almost every known type of juvenile ve- 
hicle which gives him first-hand infor- 
mation on what appeals to the boys and 
girls and their parents. 





Otto Bernz Co. Names Peterson 
Southeastern Representative 


A. U. Peterson has been appointed South- 
eastern sales representative by Otto Bernz 
Co., Inc., manufacturers of furnaces, 
torches and plumbers’ tools at 17 Ashland 
St., Newark, N. J. 

Mr. Peterson, who makes his _ head- 
quarters at 537 E. College St., Shreve- 
port, La., will cover the jobbing trade in 
Alabama, Florida, Georgia, Mississippi, 
North and South Carolina, Tennessee, Vir- 
ginia and West Virginia. He will be on 
the road continuously and visit the cities 
in these States five times a year. 

Mr. Peterson is connected with the of- 
fice of C. F. Adams, Fort Worth, Texas, 
who has been covering Texas, Oklahoma, 
Arkansas, Louisiana and Kansas during 
the last four years for Otto Bernz Co., 
Inc. 





Hercules Powder Co. Buys 
Virginia Cellulose Company 


Officials of Hercules Powder Co., Wil- 
mington, Del., announce the acquisition of 
the Virginia Cellulose Co., Hopewell, Va. 
The Hercules company will assume full 
control, but the plant will operate as in 
the past. 

The financial details of the transaction 
were not made public, but it is under- 
stood that the purpose of the purchase 
was to secure benefits of centralized engi- 
neering and research with the idea of pro- 
viding better service to users of the com- 
pany’s products. 
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Newhall Chain Forge & Iron 
Buys Rensselaer Chain Works 


Negotiations have been completed by the 
Newhall Chain Forge & Iron Co., 9 Park 
Place, New York, N. Y., for the pur- 
chase of the chain shop and other bui!d- 
ings of the Rensselaer Chain Works at 
Rensselaer, N. Y., near Troy, an old es- 
tablished chain manufacturing. plant. 

The Rensselaer chain shop is equipped 
particularly for the manufacture of the 
better grades of hand-made, heavy duty 
chains and has been under the exclusive 
operation of the Newhall company for a 
number of years, where they have manu- 
factured the well-known brand of “War- 
wick” dredge, crane, conveyor and sling 
chains, together with some of their well- 
known special “Trident” steel loading and 
dredge chains. 

Benjamin R. Smith, who all his life was 
well known in the chain industry and who 
was superintendent of the Rensselaer shop 
while it was under the operation of the 
Newhall company, passed away in his 
eighty-third year on June 14. Mr. Smith 
was active in the shop to within a week 
of his death, and his place has been taken 
by his son, Samuel Smith, who has been a 
practical chain-maker all his life and who, 
in late years, has been relieving his father 
from many duties. 

The Newhall Chain Forge & Iron Co. 
is one of the divisions of the Henry B. 
Newhall Corp., the main office and factories 
being at Garwood, N. J. Other divisions 
are the Diamond Expansion Bolt Co., 
manufacturer of “Diamond” expansion 
bolts and other pole line and electric ma- 
terial, and the New Jersey Foundry & Ma- 
chine Co., manufacturer of “Delta” cranes 
and overhead conveying systems. 


E. M. Smiley Resigns from 
Tritch Hardware Company 


E. M. Smiley, for the past eighteen 
years a member of the organization of the 
Tritch Hardware Co., Denver, Colo., has 
resigned from the company and entered 
another commercial field. 

Mr. Smiley has been general buyer for 
this jobber in recent years and is well 
‘snown in the trade. 





Moore Push-Pin Co. Takes Over 
Graff Co Push-Pin Business 


An announcement of interest and im- 
portance to the hardware trade has recent- 
ly been made jointly by the George B. 
Graff Co., Cambridge Mass., and the Moore 
Push-Pin Co., Wayne Junction, Philadel- 
phia, Pa. 

It is to the effect that the George B. 
Graff Co. has taken over the entire card 
signal business of the Moore Push-Pin Co., 
which organization has in turn taken over 
the entire line of push-pins and picture 
hangers produced by the George B. Graff 
Co. These arrangements went into effect 
in the latter part of June, when each com- 
pany discontinued the manufacture of the 
products taken over by the other. 

The George B. Graff Co. originated a 


well-known vise signal system which fa- 
cilitates the keeping of records in books 
and on cards. More push-pins were in- 
vented by the late Edwin Moore in 1899, 
and in 1900 he organized the company 
bearing his name. It has manufactured 
and introduced Moore push-pins to all parts 
of the world. Later the ccmpany offered 
the trade the Moore push-less hanger, for 
the hanging of heavy pictures. 

It is coincidental that each of these two 
well-known firms were pioneers in their 
respective fields, and the new arrangement 
now gives each organization additional 
room in which to expand and to better 
serve respective customers. 





Van B. Hooper, New President, 
Milwaukee Advertising Club 


One of the highest community honors 
to be conferred in the city of Milwaukee, 
Wis., is to be elected president of the 
Milwaukee Advertising Club, which is a 





Sas 


VAN B. HOOPER 


guiding spirit in civic affairs and the group 
looked upon for leadership in community 
projects. 

Van B. Hooper, sales manager of the 
Master Lock Co., Milwaukee, was elected 
to the presidency of the club at a big 
civic meeting held in that city on June 
27. More than 400 leading members of 
the club attended the meeting when Mr. 
Hooper was elevated to the presidency. 
The new president has been active in com- 
munity projects for several years and is 
well and favorably known throughout the 
country, due to his important affiliation 
with the Master Lock Co. 





Nathan W. Hendryx Dead— 
Prominent Bird Cage Maker 


Nathan W. Hendryx, president of 
Andrew B. Hendryx Co., bird cage manu- 
facturers, New Haven, Conn., died on 
July 3 at Stony Creek, Conn. 

Mr. Hendryx and his family were on 
board his motor cruiser, which was moored 
to a pier at Stony Creek.. In some un- 
accountable manner he fell overboard and 
was drowned. Mr. Hendryx was 49 years 
of age and is survived by his widow and 
son. 








McClung Salesmen Hear Norvell 
Review Present Trade Problems 


Saunders Norvell, president, Remington 
Arms Co., Inc., New York, N. Y., and 
contributing editor of HARDWARE AGE, 
was the principal speaker at a banquet held 
recently by C. M. McClung & Co., whole- 
sale hardware distributor in Knoxville, 
Tenn., for more than 150 of its sales rep- 
resentatives. The banquet was served in 
the Cherokee Country Club, Knoxville. 

“The trouble with business is that the 
manufacturer, the retailer and the jobber 
are all afraid to charge what their mer- 
chandise is worth,” said Mr. Norvell. “The 
trouble with the independent retailer is 
he is too independent. He has no boss 
to make him work—that’s why chains are 
sweeping the country.” 

Mr. Norvell said that much of America’s 
prosperity was due to the lack of language 
and custom barriers, allowing mass sell- 
ing, manufacturing and advertising. The 
speaker defended the jobber as being the 
most economical way to distribute mer- 
chandise. “Whenever the jobber goes out 
of business, the independent retailer must 
do likewise,” he said. 

John S. Van Gilder had charge of the 
arrangements for the banquet, and W. M. 
Bonham, general manager of the company, 
introduced the speaker of the evening. 





Apex Stamping Co. Has Moved; 
Now at Crawfordsville, Ind. 


The Apex Stamping Co., formerly lo- 
cated at Riverdale, Ill., has moved its fac- 
tory and general office to Crawfordsville, 
Ind. 

This move will enable the manufacturer 
to expand its activities and will result in 
increased production. The firm manufac- 
tures a line of toys embracing twenty-six 
items. It also produces stamped metal 
ash trays, coasters, door stops and mail 
boxes. 

The company announces it has discontin- 
ued meking bottle caps. 





The Dexter Co. Takes Over 
Rainbow Appliance Corp. 


The Dexter Co.,-manufacturer of wash- 
ing machines at Fairfield, Iowa, has re- 
cently taken over the business of the Rain- 
bow Appliance Corp., producer of electric 
ironers in Rochester, N. Y. 

The large manufacturing facilities, ap- 
pliance experience and prestige of the Dex- 
ter Co. have been placed behind the Rain- 
bow ironer. 

Rainbow Appliance Corp. was an asso- 
ciate company of the Union Chest & Cab- 
inet Corp., Rochester, N. Y., a manufac- 
turer of radio cabinets and tool chests. 
About a year ago it was decided that it 
would be to the best interests of the ironer 
to have it manufactured and distributed 
by an appliance manufacturer. Accord- 
ingly, the favorable arrangements were 
concluded with the Dexter Co. The Rain- 
bow Appliance Corp., as a corporation, will 
eventually be discontinued, and some of 
those associated with it will be actively 
connected with the Dexter Co. and the 
balance will be inactively interested. 
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The Sprayit Blow Torch 


The Sprayit Blow Torch, new in prin- 
ciple, design and construction, has been 
recently announced by the Electric Sprayit 
Co., Inc., of South Bend, Ind. Due to the 
originality of its operation and design, 
there is no need to pump it, no priming 
and no preheating. A hot, blue working 
flame is said to be instantaneously avail - 
able for the job at hand, simply by turn- 
ing the valve and striking a match. 


| 
| 
| 
| 





In addition to having the advantage of 
burning kerosene, the Sprayit blow torch 
will produce 30 per cent more heat with 
the low-priced fuel than others can_ pro- 
duce with gasoline, says the manufac- 





turer. As pumping and priming have been 
dispensed with, there is no chance to have 
dangerous fuels dripping from the torch. 

This new torch is so designed that it 
may be attached to any air supply. Me- 
chanics and tradesmen who need both a 
blow torch and a spraying outfit for their 
work, have found many distinct advantages 
in the Sprayit combination set, which con- 
sists of a complete electric Sprayit with 
compressor unit and the Sprayit blow torch 
which is interchangeable with the agitator 
type electric Sprayit gun. 


Coleman’s Utility Burner 


A small utility burner in which is in- 
corporated the new Coleman instant-light- 
ing principle, is the latest product of the 
Coleman Lamp & Stove Co., manufacturer 
of gas-pressure appliances in Wichita, 
Kan. 

This burner lights instantly with the 
scratch of a match and the turn of a valve. 
No preheating of the generator is neces- 
sary; this makes it possible to have imme- 
diately an intensely hot, clean heat, with- 
out smoke or soot, says the manufacturer. 

The fuel fount holds three pints of fuel 
which is enough for from 6 to 8 hours 
service. This small burner is designed 
especially to fill dozens of needs where a 
light, easily portable, quickly available and 
ready-to-use heating element is desired. 
It can be used to provide an extra burner 
at meal time to take care of extra cooking 





needs; to provide hot water for bathing, 


shaving, for use on wash day; for cook- 
ing on fishing, hunting and camping trips; 
for use as a chick brooder stove; for 
warming winter feed for young live stock. 
It is also fine for use in dental and medical 





laboratories in small towns where regular 
gas heating service is not available. 

The overall height of the new Coleman 
Utility Burner is only 9 in.; overall diam- 
eter, 934 in., and the net weight, 8% Ib. 


The Perco-Steril Washer 


Hot soapy water is automatically sprayed 
over clothes being washed in the Perco- 
Steril washer, which has been placed on 
the market by The Perco-Steril Machine 
Corp., 22 East Forty-first Street, New 
York, N. Y. This product works on the 
percolator principle, causing the hot soapy 
water to rise in the washer’s spout under 








pressure, spraying over the clothes from 
the top and drawing the water through 
the clothes to the base. Here it is again 
forced up through the spout, creating a 
continuous circulation of soapy water. 

The Perco-Steril washer is built of solid 
copper, tin lined. It has no moving parts, 
is fool-proof and practically indestructible. 
The washer is light in weight and can be 
conveniently placed on a gas or electric 
stove, coal or wood range or oil stove. 

The manufacturer states that this washer 
will thoroughly cleanse and sterilize all 





clothes. The washer is made in two sizes. 


The Useful Amphion Tray 


The Amphion Tray has been placed on 
the market by The Hardware Specialties 
Mfg. Co., Bruce Ave., Stratford, Conn. It 
is especially valuable for invalids or for 
use in the sick room. 

The tray rests conveniently and securely 
on the bed, providing a sturdy holder for 
food. When not in use, it folds and can 
be placed on a shelf or behind a door. 
It is a rugged and serviceable product and 
made of aluminum or cadmium-plated steel. 








ree 











The aluminum trays can be secured in 
plain aluminum finish or in a variety of 
colors. The steel trays are obtainable in 
colors only. Both can be had with hand- 
painted floral decorations. 

A tray holder, embodying all the features 
of the Amphion Tray, is made for hos- 
pitals and hotels who use standard size 
trays. 





Sylphon Line of Oilers 


There are many advantageous features 
in the Sylphon line of oilers manufactured 
by The Fulton Sylphon Co., Knoxville, 
Tenn. 

These oilers are made in three sizes, 
all having bronze finish. Oil is forced out 








of these products by an easy pressure and 


| is said to be always under control. The 


spouts are made of an extra strong steel 
and the upper portion of the can is made 
of sheet steel with rolled threads for the 
spout. The lower portion is made of the 
Sylphon bellows, which is drawn seamless 
from a sheet of brass. The deep folds or 
corrugations insure flexibility and ease of 
operation in regulating flow of oil. 

Size “O” is illustrated. It has a total 
height of 77 in. and a capacity of 914 oz 
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A Long Service Skate Wheel 


A new wheel is being featured by the 
Chicago Roller Skate Co., 4406 West Lake 
Street, Chicago, Ill., in its introduction of 
several recent model roller skates. 

Chicago’s double-tread “Triple-Ware” 
steel wheel has been designed for long wear. 
The case-hardened steel bushings which 
hold the ball bearings are riveted together 
in three places so the wheel cannot come 
apart, forming a secondary flange. The 
outer casing is then crimped over the 








inner bushing tread, making a double tread 
and rib. The manufacturer states that this 
construction gives the wheel three times 
longer service than any other steel wheel. 

A sectional view of the new wheel and 
a high speed ball bearing roller skate with 


the wheel in place are illustrated. This 
skate is known as No. 101. It extends 
from 8 to 11 in., is finished in bright nickel 
and weighs 434 Ib. per pair. 


Don Bar Golf Club Carrier 


Golfers have shown interest in the new 
Don Bar Golf Club Carrier recently placed 
before the trade by Don Bar Corp., Madi- 
son, Wis. It is radically different from the 



























standard golf bag and has incorporated in 
it many advantageous features. 

This device allows the clubs to be car- 
ried conveniently, easily selected, kept from 
wet grass and protected from rust and 
warping. 


The Don Bar Carrier holds firmly a full 
set of clubs. Channels keep clubs apart to 
prevent damage. A protecting gate bar, 
opened by pressing a button, is padded with 
sponge rubbers to further aid in holding 
clubs firmly in channels. Golf balls are 
carried in convenient spring clips, readily 
accessible. The carrier can stand upright, 
supported by a standard, allowing the 
golfer an easy and quick selection of clubs. 

Made of aluminum and reinforced Bake- 
lite, the carrier weighs less than four 





pounds, is about 3 ft. 6 in. in height and 
less than a foot in width. It has a con- 
venient zipper case for carrying when off 
the course. During play, either a handle 
on the carrier or a carrying strap can be 
used. . 


New Mail Plane for Kiddies 


The No. 899 Mail Plane is the latest ad- 
dition to the line of juvenile vehicles pro- 
duced by the Gendron Wheel Co., Toledo, 
Ohio. It has a whirlwind motor head with 
a revolving propeller. This is equipped 





with a clicking attachment to imitate the 
sound of the motor. The vehicle is stur- 
dily constructed and well finished. 





The Useful Ball-O-Fun 


There are many uses for the Ball-O- 
Fun, offered to the trade by Rubber Pat- 
ents Corp., Grand Rapids, Mich. This air- 
inflated ball can be used on the beach, in 
the gym, as a volley ball or as an exer- 
ciser. It is made from a special rubber 
formula and can easily be inflated by means 














of a patented valve, which does not have | 
a protruding stem, but lays flat and holds 
air without tying. 

The manufacturer states the ball will | 
bounce 15 feet, yet is noiseless indoors; | 
the rubber will not deteriorate and can | 
easily be repaired with a tire patch. There 
is a beautiful blend of colors. The Ball- | 
O-Fun comes in an attractive carton with | 
complete directions for games and iam: 


cises. Made in 10, 14, 17 and 24-in. diam- 
eter sizes. 





at popular prices. 





Snappy Auto with Wire Wheels 


| trade by the Toledo Metal Wheel Co., To- 







A Safe Blank Cartridge Pistol 


The entire line of cap and blank car- 
tridge pistols, manufactured by The 
Kenton Hardware Co., Kenton, Ohio, has 
been remodeled and many new _ items 
added. 

The blank cartridge pistol illustrated is 
an exact replica of a regular firearm and 
has all the safety features of the real fire- 
arm. The barrel can not be closed when 


a loaded cartridge is inserted for it is 
















countersunk so the barrel will not close 
except on a blank cartridge. 

The manufacturer states it is impossible 
to release the hammer unless pressure is 
applied to the trigger. The item is made 
of cast iron and is supplied in two finishes, 
—buffed and polished nickel plate. 


A New Type Tennis Racquet 
A new type tennis racquet has recently 
been produced by J. L. Kleinman, 1314 
Seneca Ave., Bronx Borough, New York, 
N.Y. This racquet enables the user to loosen 





or tighten the stringing at will. By turning 
the tip of the handle, a small molded form 
to which the gut stringing is attached is 
drawn *toward the throat. This action 
tightens the stringing for play. In order 
to relieve the tension when not playing 
and to eliminate warped frames and 
snapped gut, the tip is turned in the oppo- 
site direction, which loosens the stringing. 
The racquet has perfect balance and sells 


A distinctive new juvenile vehicle, in the 
form of an automobile, is offered to the 










ledo, Ohio. It is equipped with wire wheels 
having nickel-plated, inverted hub caps, 
heavy steel spokes, rims and 1%-in. non- 
skid auto tread tires. 
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WASHINGTON NEWS LETTER 


Federal Trade Commission preparing for largest trade prac- 
tice conference in history—First national census of distribu- 
tion will soon be inaugurated—Metal schedule hearings 


(Washington office of HaRDWARE AGE) 
The Federal Trade Commission has 
announced that it will stage its biggest 
trade practice conference in Dayton, 
Ohio, next October. It will represent 
between 7,000,000 and 8,000,000 people, 
approximately 6.5 per cent of the total 
population of the United States. These 
numerous people, the Commission ex- 
plained, are engaged in “direct selling” 
of all kinds of merchandise. Members 
of the industry will endeavor to adopt 
standards for correction of unfair ad- 
vertising. Perhaps not many people 
were aware that so large a number of 
“direct sellers” were engaged in busi- 
ness in the United States. It conveys 
a thought that might well require care- 
ful study on the part of the retailer in 
particular and gives him a rather vivid 
idea of another competition that is be- 
fore him in this day of many slants 
bearing on distribution. 

Application for the conference was 
submitted by the National Association 
of Direct Selling Companies, Inc., 
Winona, Minn., the members of which 
are said to do a business of $300,000,- 
000 a year, employing close to 500,000 
people. Their volume of business is 
listed as from one-third to one-half the 
total business of direct selling organ- 
izations. The total business of the in- 
dustry, according to the Commission, 
amounts to approximately $600,000,000 
a year. This business is divided among 
hundreds of companies, many of whom 
are in particular lines totally unrelated 
to those of others except that all are 
distributed by means of direct selling. 
The formidable figures as to sales and 
army of employees will make clear 
where a pretty penny is taken from the 
retailer, though the direct sellers com- 
pete with other lines as well. 

Direct selling has been practised 
many years, the Commission stated, 
the usual procedure being for a manu- 
facturer to employ agents who make 
a house-to-house canvass selling their 
goods from door to door. The agents 
are obtained through the medium of 
advertising in publications. 

The business of direct selling, the 
Commission announcement said, under- 
went great expansion following the 
World War because, it was said, mer- 
chants could not move their goods 
through ordinary retail channels, and 
discovered that direct house-to-house 
canvassing unloaded shelves in a way 
that could not be accomplished other- 





attracted many witnesses 


By L. W. MOFFETT 


wise. At least the Commission has been 
so advised. This method of selling is 
applied to a great diversity of prod- 
ucts, including hardware lines, spark 
plugs, can openers, household utensils 
of all sorts; shirts, neckties, stockings, 
shoes, raincoats, dresses, etc. 

Necessarily direct selling is in com- 
petition with independent retailers, 
mail-order houses, chain stores, and 
companies selling nationally distrib- 
uted products. It is carried on by three 
classes of people: Young men and 
women, “energetic and ambitious to 
earn the money named in the adver- 
tisements for agents,” the Commission 
says; men and women “in the forties 
no longer able to obtain employment 
which requires youthful physical 
strength, but who make good salesmen 
and earn a fair living through direct 
selling’; and boys and girls “who earn 
spending money or an income to help 
out their families after school hours 
and during vacation.” The Commis- 
sion’s remarks about the “ancients” in 
the forties has come up at the time 
when Henry Ford has come out strong- 
ly for the older employees, but the Com- 
mission may be made up of Oslerites. 
Again it may hear from some of these 
women in the forties who are engaged 
in direct selling, unless they feel that 
to criticize would be to confess their 
“advanced” years. , 

Evidently something is wrong in the 
ranks of some of the direct sellers at 
least. Because after telling of the 
vastness of the “industry” the Com- 
mission reached the milk in the cocoa- 
nut and said that it had ordered com- 
plaints against more than 200 direct 
selling companies for alleged false and 
misleading advertising. Because of 
present congestion of the Commis- 
sion’s calendar, it states it is uncer- 
tain as to when the complaints will 
issue. In any event it has an inter- 
esting case on its hands, and retailers 
will do well to watch its progress and 
outcome. 





The decimal census act, passed final- 
ly by Congress on June 13, provides 
for the first national census of distri- 
bution undertaken in any country. The 
experience obtained in the previous 
partial censuses of distribution taken 
in 11 cities in 1927, the trial census 
of industrial purchases in Cleveland in 
1928, and the food distribution census 
now being conducted in Louisville by 





the Domestic Commerce Division, De- 
partment of Commerce, will be utilized, 
according to Domestic Commerce, in 
formulating plans for the netion-wide 
distribution census. It may be expect- 
ed to furnish data on wholesale and 
retail volume of business by localities 
and by trades, as well as information 
on the number of outlets for specific 
lines of merchandise, by kind and vol- 
ume of business, which should provide 
a significant indication of the market 
for particular products. 

As the lack of sales records in many 
cases may be expected to limit the de- 
tail in which the distribution of indi- 
vidual products can be covered, the in- 
formation obtained on the volume of 
business by classes of commodities may 
be supplemented with detailed informa- 
tion from selected dealers on individual 
commodities and lines. 





The metal schedule attracted the 
largest number of witnesses appearing 
before any of the subcommittees of the 
Senate Finance Committee which are 
considering revision of the tariff. There 
were no less than 120 listed as wit- 
nesses before the subcommittee on 
metal, consisting of Senator Reed, 
Pennsylvania, chairman; Senator 
Smoot, Utah, and Senator Edge, New 
Jersey, Republicans, and Senator King, 
Utah, and Senator Barkley, Kentucky. 
Indications are that the metal sched- 
ule will be considerably revised from 
the form in which it passed the House. 
But to say that there will be many 
changes in rates is another matter. Yet 
there is a strong tendency on the part 
of the subcommittee, including both 
Republicans and Democrats, to cut raw 
material rates, though there seems to 
be a decided mix-up as to their attitude 
on the much-fought manganese ore 
tariff. Senators Reed and Edge appear 
to favor removal of the duty altogether, 
but the two Democrats and Senator 
Smoot, men whose tariff views are as 
far apart as the poles, appear to favor 
retention of the manganese duty. Sena- 
tor Reed has practically given assur- 
ance that he will oppose any attempt 
to reduce duties on finished steel prod- 
ucts, and it is believed that hardware 
lines stand a chance before the sub- 
committee of getting increased rates, 
though this is admittedly speculative 
and it is not probable that subcommit- 
tee itself has made up its mind on the 
matter. 
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GENERAL MARKET NEWS 








Vacations Affect Hardware Markets 
—Prices Are Firm— 
Collections Better 


NEW YORK, July 10.—Vacation programs affect different hardware 


markets in different ways. 


Where tourists visit or vacations are 


spent, certain kinds of hardware and related merchandise are in 


very heavy demand. 


In the larger cities vacation time often means 


a curtailment of business, yet the reduced staffs in wholesale houses 
suggest an abnormally busy condition. 

From the agricultural sections crop reports vary, some are below 
expectations but the net average appears most encouraging and 
prompts the prediction that late and early fall will be active times 


for the hardware trade. 


With few exceptions practically all hardware markets report 


steady prices and slightly improved collections. 


In most cases busi- 


ness for the first half of this year was as good or a little better than 
for the same period of 1928. This is particularly true as you work 


westward. 





Bank Debits Drop 7.2 Per Cent 
To $16,266,000,000 Total 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended June 26 
aggregated $16,266,000,000, or 7.2 per cent 
below the total reported for the preceding 
week, and 9.5 per cent above the total for 
the corresponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to approxi- 
mately $15,460,000,000, as compared with 
$16,610,000,000 for the preceding week and 
$14,090,000,000 for the week ended June 27 
of last year. 


Commercial Failures in June, 
Show Sharp Decline 


Statistics compiled by R. G. Dun & Co. 
show 1767 ‘commercial defaults in the 
United States during June, which is not 
only the smallest total of the present year, 
but also is less than for all months back 
to last September. The decrease from 
the 1897 insolvencies of May is 6.9 per 
cent, while there is a decline of 9.2 per 
cent from the 1947 insolvencies of June, 
1928. In that year the falling off in the 
numbers of failures from May to June 
was only about 3 per cent. At $31,374,761, 
last month’s liabilities reveal a contrac- 
tion of 23.9 per cent from the $41,215,865 
of May, and also are the lightest of the 
current year. Despite the reduced num- 
ber of defaults in June, however, the in- 





debtedness exceeds by approximately 5.2 
per cent the $29,827,073 of the same month 
last year, but the latter aggregate was rela- 
tively low. 

Results for the second quarter, like those 
for June, show a smaller number of in- 
solvencies, both in comparison with the 
returns for the first quarter of this year 
and for the second quarter of 1928. 

There were 1477 failures reported to 
Bradstreet’s for June, a decrease of 14.7 
per cent from May, and of 9.8 per cent 
from June, 1928. Liabilities for June were 
$64,221,253, an increase of 43 per cent 
over May and of 39 per cent over June 
a year ago. 





American Industry & Trade Sets 
New Production Marks 


New high production records for a host 
of major industries in the country are in- 
dicated by the final and preliminary sta- 
tistics now available covering the first six 
months, says the National City Bank of 
New York in a recent press dispatch. To 
date the year 1929 has apparently sur- 
passed the corresponding period of any pre- 
vious year in the output of pig iron and 
steel, automobiles and trucks, aeroplanes, 
motor boats, tires, crude petroleum and 
gasoline, farm implements, machine tools, 
electrical apparatus, copper, plate glass, 
sulphuric acid, silk and rayon, cotton goods, 
clothing, newspritit, flour, dairy and bakery 
products, confectionery and cigarettes, as 
well as numerous other less important 
products. 





Fisher’s Report Shows Slight Gain 
in Week’s Price Average 


Prof. Irving Fisher of Yale University 
announced on June 30 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 97.7 per 
cent. The May average was 95.9 per 
cent. The purchasing power of the dol- 
lar was 102.3c. on a 1926 basis of 100c. 
The May average was 104.3c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
90. The May average was 91.3. 

The Italian index on the revised 1926 
basis for the week ended June 21 was 73.5. 


May Department Store Sales Gain 
Two Per Cent on Year 


Department store sales in the aggre- 
gate for May were 2 per cent larger than 
in the same month of 1928, reports to the 
Federal Reserve Board, made public on 
June 30, showed. 

These reports were from 523 stores in 
229 cities. For the first five months of 
the year sales were ahead of last year by 
3 per cent. 

“Inventories of the reporting department 
stores at the end of May were 1 per cent 
below the level of a year ago, according 
to reports from 433 stores,” the Board 
said. 

By reserve districts gains made in May 
compared to the same month of 1928 were: 

Boston, 6.7 per cent; New York, 2.5 per 
cent; Cleveland, 2.3 per cent; Richmond, 
2.5 per cent; Chicago, 1.8 per cent; St. 
Louis, #6 per cent; Kansas City, 3.7 per 
cent, and San Francisco, 4.6 per cent. 


Revenue Freight Loadings 
Decline Slightly in Week 


Revenue freight loadings for the week 
ended June 22 totaled 1,069,046 cars, or 
a decrease of 43 cars below the preced- 
ing week, the car service division of the 
American Railway Association announced 
on July 2. 

Decreases were reported in the total 
loading of livestock, coal, coke and mer- 
chandise less than carload lot freight, 
while grain and grain products, forest 
products, ore and miscellaneous freight re- 
ported increases. 

Loading of revenue freight for the first 
twenty-five weeks this year amounted to 
24,501,214 cars, being the largest on rec- 
ord for any similar period. 

Compared with the corresponding week 
of last year, loading of revenue freight 
for the week was an increase of 81,686 
cars and an increase of 50,986 cars above 
the corresponding week of 1927. 
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Chicago Business Is Very Satisfactory 
—Steady Prices Prevail Generally 


(Chicago Office of HARDWARE AGE) 


CHICAGO, July 9.—Summer lines continue to move with pro- 


nounced activity at this market, 


while sales of staple goods and 


shelf hardware are considered very satisfactory. Future bookings 


for fall and winter lines denote 


the feeling of optimism among 


dealers in this territory over prospects for the coming months. 
Auto tires, baseball goods, bicycles, bottling supplies, builders’ 
hardware, carpet sweepers, chain, electrical merchandise, fishing 
tackle, garden hose, lawn goods, grass hooks & shears, golf goods, 
ice-cream freezers, prepared roofing, sash weights, scythes & snaths, 
and outing supplies of every description, are all especially active 


on current orders. 


Prices are generally steady. Price cutting on butts is reported 
as rapidly disappearing. Manufacturers of prepared roofing and 
coil (pound) have announced higher prices, and local jobbers are 
expected to follow with advances, when present stocks are re- 
plenished. Present prices on rope have been reaffirmed for the 
July-August period, notwithstanding the scarcity of sisal fibre, 
which seems to justify advances on sisal rope. Some price shading 
on nails is reported at other shipping points, though without effect 
on this market, where nail sales continue heavy. 

According to the latest report compiled by the Federal Reserve 
Bank of Chicago, hardware wholesalers in the Seventh district re- 
ported a gain of 7.2 per cent for the first five months of 1929, as 
compared with sales for the same period of last year. 

Production in the Chicago district of the iron and steel industry 
is virtually unchanged at full capacity. Hot weather has slightly 
affected the output in sheet mills, although to a less degree than 
is normal for this season. Steel prices are steady. 

The credit situation is slowly improving, and collections are in 


better shape than a year ago. 


AUTOMOBILE ACCESSORIES.— 
Tires and tubes are in better demand. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 538c, each; A. C., 53c. each; 
lots of 100, 50c.; A. C., Special Ford, 
36c. each. 

Spot Lights.— Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard No. 21, 
$1.30 each. 

1% 


Pumps. — Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 


in. cylinder, 


service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 


Less 10 per cent on casings and 
12% per cent on tubes. 
BASEBALL GOODS.—The vacation 
season has stimulated sales. Prices re- 
main unchanged. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Louisville Slugger Bats, $18.00 doz.; 

Official League Balls, Goldsmith No. 





97, $16.50 doz.; Goldsmith Double- 
Play Fielders’ ‘Glove (Horace Ford 


and Hughie Critz), $6.00 each; Gold- 


smith Bear Cat Special Fielders’ 
Glove, $2.35 each. 

Indoor Baseball.—Outseam, 12 o2z., 
$6.75 doz.; Outseam, 14 0z., $8.75 doz.; 
Playground, 12 oz., $4.00 doz.; Flat | 
seam, 14 0z., $7.00 doz. | 


BICYCLES.—The midst of the best | 
selling season finds sales at high levels. 
No changes have been made in the sea- | 
son’s prices. | 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO 

Double Bar Motor- Bike Model, 
$26.26; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 

BOTTLING SUPPLIES.—Sales are i 
fair volume. Prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single bottle washer, $4.75 each; 
double bottle washer, $7.25 each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; crown 
caps, double lacquered in 50 gross 





lots, 15%c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, | 
$5.00 gross. 
BUILDERS’ HARDWARE. — Demand 


is good. Price-cutting on butts is dis- 
appearing. Quotations on other items 


remain steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper or 
dull “prass finish, $2. 16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair. 4 x 4 steel butts, old 








copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 


lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed, front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets, 
$6.00 per set. 
CHAIN.—Demand is good. Prices are 
firm and rumors of advances still per- 
sist on coil (pound) chain. 
JOBBERS'’ Sot Ane. TO RE- 
TAILERS, F.O.B. CHICAG 
¥%-in. Proof coil chain, a 15 cwt., 
base; trade marked coil chains, 40-10 
per cent off list. 
COPPER RIVETS AND BURRS.— 
Sales are normal. Any reductions in 
copper will affect rivet quotations. 
JOBBERS'’ abet Ree J TO RE- 
TAILERS, F.O.B. CH 
Copper rivets and a - 10 per 
cent discount. 
EAVES TROUGH, CONDUCTOR 
PIPE, ETC.—Selling volume is hold- 
ing up well. Prices continue very 
steady. 
JOBBERS’ re he eres TO RE- 
TAILERS, F.O.B. CHICAGO: 
28-gage, single head lap joint gut- 
ter, 5-in., $5.00 per 100 ft.; corrugated 


conductor pipe, 3-in., $4.65 per 100 ft.; 


plain ridge roll, 1%-in., $4.05 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERCHANDISE.—De- 
mand is improving materially. Hot 
weather created an excellent demand 
for electric fans. Business is brisk in 
flashlights as dealers are replenishing 
their stocks in preparation for the va- 
cation demand. Prices are without 


change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise. — No. 14 
rubber covered wire, $7.25 per 1000 ft.; 
in less than 1000 ft. lots, $7.50. No. 18 
lap cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. brush brass key 
socket, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c..each; two-piece at- 
tachment plugs, Tc. each; dry cells, 
boxes of 55, 32%c. each; less than 
case lots, 35c. each. 

Electrical Appliances. —Irons, Hot 


Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Pere olator, Universal, 9169, $16.65. 


Electric’ Fans.—6 in. Polar Cub, 


$2.75 each, lots of 12, $2.65; 8-in., 
Polar Cub, $3.20 each, lots of 12, 
$3.05; 10-in. Oscillating Cub, $7.00 
each, lots of 12, $6.65; 8-in. ‘North- 
wind, $4.55 each, lots of 10, $4.39; 
10-in. Oscillating — $10.50 
each, lots of 10 $10 


> at Supplies. ee B batteries, 
779 E, $1.40 each; case lots of 5, 

$1. 30: No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in  ieapmaee standard pack- 
ages, $2. 06 eac 

Radio Tubes. -UX- 201A, 75c.; UX- 
199, $1.20; UX-227, $1. 50: UX- ar 
$1.35; UX-250, $6. 60 each; UX-24 
$2.10 each; U se 224, $2.40 each. 


FISHING TACKLE.—The next sixty 
days will’see the demand at its height 
and dealers are placing healthy orders 
in order to assure adequate stocks. 
Steady prices prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Bronson Level Winding Reels, $1.50 
each; Meisselback Level Winding 
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Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $/.00 each; 
Heddon Golden Rod, $13.25 each; 
South Bend Plunk-Oreno, $8.00 doz.; 
South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno Dis- 
play’ on cards, $2.00 card; Creek 
Chub Pike Minnow ‘Assortment, $1.00 
asst.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
injured Minnow Assortment, $2.00 
asst. 


GARDEN HOSE AND LAWN GOODS. 
—Business is brisk as a result of hot 
weather. The weakness in the copper 
market will probably deter contem- 
plated advances on brass hose fittings 
at this time, as the selling season is 
too far advanced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Good quality molded garden hose, 
two braid, %-in., 7c. per ft.; %4-in., 
8c. per ft. Molded hose, one braid, 
5g-in., 64%c. per ft.; ¥, -in., Tc. per 
ft. Five-ply, wrapped hose, %-in, 
9%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original fountain 
sprinklers, $6 doz.; Rainbow, 38-in. 
high, $24 doz. Crown Ring sprink‘ers, 
$6.80 doz.; Crescent sprinklers, $6.50 
doz.; Whirling Fairy sprinklers, $10.00 
doz.; Flaring Rose sprinklers, $3.80 
doz.; Peoria Nozzles, $4.50 doz.; 
Rainboy Nozzles, $4.35 doz.; Gem 
Nozzles, $5.25 doz.; Perfect clinching 
couplings, $2.10 doz.; Perfect clinch- 
ing menders, 80c. -doz. 


GLASS AND PUTTY.—Demand is ex- 
cellent. Pure and commercial gzad2s 
of putty were recently reduzed 3c. 
per cwt. The tariff on import2d glass 
is now effective and rumors of ad- 
vances in domestic glass prices are 
still heard at this market. 
JOBBERS’ Oe Bers TO RE.- 
TAILERS, F.0.B. CHICAG 
Single strength A, all aie. 85 


per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putt, pure grade, $3.90 per 100 Ib.; 
commercial, $3.15 per 100 Ib. 


sales appears to have been reached as 
the demand has tapered off somewhat. 
Steady prices prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Adjustable, galvanized bottom 
catchers for 14 to 10 in. mowers, 
$8.25 per dozen in full packages. 
Adjustable galvanized bottom catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in fu!l packages. Adjustable, 
plain canvas bottom catchers for 12 
to 16 in. mowers, $5.90 per dozen 
adjustable, plain canvas bottom 
catchers, for 18 to 21 in. mowers, 
$7.60 per dozen. 


GRASS HOOKS, GRASS SHEARS.— 
Heavy sales are reported. Doo-Klip 
and regular pattern shears are espe- 
cially active. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Little Giant Grass: Hooks, $5.25 
doz.; Sickle Pattern, $3.50 to $8.00 
doz.; Standard Pattern Grass shears, 
$3. 50 to $8.00 doz. 


GOLF GOODS.—Demand is excellent. 
Dealers, as a rule, are carrying larger 
selections of golf goods than hereto- 
fore. Season’s prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hillerich & Bradley Matched Wood 





Gregor Duralite Matched Irons (6 in 
set), $36.00 set; Silver King Goif 
Bails, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS.—Best 
sales are on the higher quality nail 
hammers and camping hatchets. Prices 
have not changed for a year or more. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hammers. — First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets. — kirst quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


ICE CREAM FREEZERS.—Sales have 
increased with the warmer weather. 
Prices are unchanged. 


JOBBERS’ ee eee TO RE- 
TAILERS. F.O.B. CHICAGO: 

White Mountain.—1 qt., rk 2 
at., $5.65; 3 qt., $6.75; 4 qt., $8.2 6 
qt., $10.45; 8 qt., $13.50; 10 qt., $18: 
12 qt., $21.55; 15 qt., $25.60; 20 qt., 
$33.20; 25 qt., $42.60. List prices. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic.—1 qt., $4; 2 qt., $4.60; 3 qt., 
$5.55; 4 qt., $6.80; 6 qt., $8.60; 8 qt., 
$11.10. List prices. Dealers’ dis- 
count on Arctic freezers is 50 per 
cent from list. 

Alaska-Grey Gocse.—1 qt., $3.60; 2 
t., $4.20; 3 qt., $5; 4 qt., $6.15; 6 qt., 
$7.80: 8 qt., $10.10; 10 qt., $13.50. 
List prices, Dealers’ discount on 
Alaska-Grey Goose freezers is 331% 
per cent from list. 

Auto Vacuum.—1 qt., $3.50; 2 qt., 


per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
54c. per lb.; in 100-lb. lots, 6%c. 
per Ib. 

‘ Dry Paste.—Barrel lots, 7c. per 

a. 


ROPE.—Sales are somewhat quiet. 
Searcity of sisal fiber continues but 
without affect:ng prices on rope so far. 

JOBBERS’ Be steno TO RE. 
TAILERS, F.O.B. CHICA 

Best manila, standard es ak base, 
22c. per lb.; No. 2 manila, 20c. pei 
lb.; finest sisal, 15c. per Ib.; No. 2 
sisal, 144%c. per Ib. 

SASH WEIGHTS. — Sales continue 
more than normally good, at un- 
changed prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Less than carload lots, $38 per ton. 
Carload lots, $36 per ton. 

SCREEN WIRE AND POULTRY 
NETTING.—Season prices remain ef- 
fective, though selling for this season 
is nearly over. 

JOBBERS’ GUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

12 mesh, painted screen, cloth, 
$1.95; 14 mesh galvanized, $2.65; 14 
mesh bronze, $6.60 per 100 sq. ft.; 
galvanized before poultry netting, 50- 
10-5 per cent, 

SCREENS, WINCOW AND DOOR. 
Demand is easing off materially. No 
price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Continental Door, No. 296, 2 ft. 8 
im. =. 6 ff. in. $22.60 doz.; Conti- 





$4; 3 qt., $5; 4 qt., $6. List prices. 
Dealers’ discount on Auto Vacuum 
freezers is 3344 per cent from list. 
2 qt., bright galvanized, 
$8 per doz. net; 2 qt., blue ename ed, 
$10 per doz. net; 4 qt., blue enameled, 
$18 per doz. net. 


LAWN MOWERS.—Sales are taper- 
ing off, as the best selling season is 
practically over. Prices remain very | 














GRASS CATCHERS.— The peak in| 





Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore Irons, 
hickory shafts, $2.35 each: Competi- 
tion Clubs, nickel plated heads, 
aluminum cap grip, $1.35 each; Com- 
munity Clubs, Woods and Irons, 80c. 
each: Crawford-McGregor Uni-Sets, 
22.50 to $28.50 set; Crawford-Mc- 








steady. | 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
16 in. ball bearing, 5 knife, 11 in. 
wheels, $12 each; 16 in. ball bearing, 
4 knife, 10% in. wheels, $9.25 each; 
16 in. ball bearing, 4 knife, 1) in. 
wheels, $7 each; 16 in. ball bearing, 
4 knife, 8 in. whees, $6.75 each; 
16 in. plain bearing, 3 knife, 8 in. 
wheels, $5.25 each. | 


NAILS, WIRE AND STAPLES.—Price | 
cutting at some other shipping po.nts | 
has not affected this market. Se.l.ng 
volume keeps up well. 


| 
| 

JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.0.B. CHICAGO: | 


L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 lb.) base for mill 
shipment, still lower. Steel cut nails, | 
$4 hbase. 

No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, | 
$375 per 100 lb.; catch weight spool } 
galvanized eattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 100 lb. 


PAINTS AND OILS.—Demand is ex- 
cellent. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled. — Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
63c. per ga!.; steel drums, extra, $6, 
returnable. 

yg - agg — Drum lots, 738c. per 
gal., net 

White Lead.—100 Ib. kegs, $13.50 | 
ewt.; 50 Ib. kegs, $13.75 cwt.; 25 Ib. | 
kegs, $13.75 cwt.; 12% lb. kegs, $14 





Shellac (4 Ib. cuts).—White, $2.58 | 





nental Door, No. 311, $26.80 doz.; 
Continental Window Screen, No. 
1833, hardwood, $4.20 doz.; Conti- 
nental Window Screen, No. 2433, 
hardwood, $4.95 doz.; Diamond IE 
Window Screen, 14 mesh galvanized 
wire cloth, No. 1, $7.20 7g No. 3, 
$9.60 doz.; No. 4, $10.40 doz.: No. 6, 
$11.20 doz.; No. 7, $12.40 doz. 

Diamond FE Window Screens with 
golden bronze wire cloth, 16 mesh, 
No. 11, $10.80 doz.; No. 18, $13.60 
doz.; No. 14, $14.80 doz.; No. 16, $15.60 
doz.; No. 17, $16.80 doz. 


| SCREWS.—Sales are about normal. 


No recent price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head blued, 40 per cent; flat 
head brass, 37% per cent; round 
head.,brass, 32% per cent. Larger 
orders 10 per cent less. 

SCYTHES AND SNATHS.—Sales are 
very satisfactory. Domestic scythes 
are in good demand generally, and a 
fair demand has registered for im- 
ported scythes in séme sections. Steady 
prices prevail. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Grass scythes, $15.50 up per doz.; 
weed and bush scythes, $16.00 up per 
doz.; grass snaths, $14.00 per doz.; 
bush snaths, $16.00 per doz. 


STEEL SHEETS, FLAT OR CORRU- 





| GATED.— Sales volume is quieter. 


Prices remain unchanged. The reduced 
(one-half of 1 per cent) cash discount 
offered by the sheet mills is still not 
followed or observed by the hardware 
distributors. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
24 gage galvanized sheets, $4.90 per 
100 lb.; 24 gage black sheets, $4.05 
per 100 Ib. 
WHEELBARROWS.—Demand is fair 
and prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Light steel leg, steel tray barrows, 
$3.75 each; Contractors’ barrows, 4 
cu. ft. capacity, $6 each. 
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June Was Very Active Hardware Month 
for New York Wholesale Market 


NEW YORK, July 9.—Vacation 


time has started and it is believed 


that the reduced staffs in all hardware concerns appear busier for 


that reason. 


Current business is not as active as it has been during 


June. The several warm spells of last month were very active days 


for the local wholesale hardware market. 


Most requirements on 


steel goods and other spring and early summer lines have been taken 
care of, so that at the present time buying is somewhat limited to 
staple shelf lines, which are in fair demand. Prices generally are 
steady. Reductions are reported in practically all leading window 
ventilator lines. Steel butts and garage sets, two very competitive 
lines, are apparently fairly steady in price at the present time. 





BUTTS.—Very normal demand is re- 
ported for steel butts with prices 
locally steadier than they have been 
for some time. Jobbers quote on 3% 
by 3% steel butts in small quantities 
18%c. per pair; in case lots, 17%4c. per 
pair and in three-case lots, 16%c. per 
pair. Stocks are considered satisfac- 
tory. 

BOLTS AND NUTS.— Moderate de- 
mand with prices the same. Local 
stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Carriage bolts, 55 off list. Case 
lots, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, 4% by 6 and smaller, 
50 and 60 off list; larger to 1 by 30 
50 per cent off list; 1% to 1%, 30 oft 
list. 

Coach screws, 55 off list. Case lots, 
60 per cent off list. Stepbolts, 50 per 
cent off list. 


BRUSHES. — Wooster Brush Co., 
Wooster, Ohio, announced new prices 
effective on July 1 on its line of 
brushes. New prices available from 
company upon request. 

COOK STOVES.—Jobbers report sub- 
stantial reductions on six numbers of 
Coleman gasoline cook stoves. 


FANS, ELECTRIC.—Very active dur- 
ing the recent spells of hot weather, 
with continued demand reported. 
Prices are steady. Because of the vari- 
ance of prices in first quality lines we 
are quoting only a representative line 
of competitive grade fans. Stocks are 
only fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Comparative grade, 8 in., $3.15 each; 
in case lots, $3.00 each; 9 in., $3.85, 
and in case lots, $3.67 "each; "10 in., 
$4.90 each, in case lots, $4.67; 16 in., 
$11.00. Above are non-oscillating. 10 
in. oscillating model is $7.00, and in 
case lots, $6.67 each. 


FLY SWATTERS.—Very steady de- 
mand at firm prices. Stocks are satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Fly swatters, rubber, flexible, 14 
in. overall, 24 in display carton, 6%c. 
each; Kant-Mis, black wire cloth, 12 
mesh, tinned wire handle, $6.75 per 
gross in gross lots, $7.00 per gross in 
half gross lots. Black Hawk, 5 3/5c. 
each; $7.75 per gross. 


FREEZERS, ICE CREAM.—Fair de- 


mand reported. Relatively cool weath- 
er recently had curtailed demand 
somewhat. Prices are unchanged. 
Stocks are ample. 


JOBBERS’ a pd ge hp RE- 
TAILERS, F.O.B. NEW YOR 

Acme all metal, 2 qt. size, ight 
galvanized tapered, $8.00 per doz., 
same enameled-galvanized, $10.00 per 
doz.; 4 qt. size, enameled- galvanized, 
$18.00 per doz., and pint size, 
Junior, enameled, $4.80 per doz. 
These prices are NET. 

Auto Vacuum, No. 1, $2.33 each; 
No. 2, $2.67 each; No. 3, $3.33 each. 
and No. 4, $4.00 each. Prices are 


Casco Effortless freezer, $2.67 each, 
NET 


Everybody’s Vacuum Freezer, gray 
enameled, 1 pint, $3.50 each; 1 qt., 
$4.50 each; 2 qt., $6.00 each; 3 qt., 
$7.00 each; 4 qt., $8.00 each. These 
price are IST and subject to a 
dealer’s discount of 30 per cent. 

Peerless cottage special, 2-qt. size, 
$1.50 each, NET. 

White Mountain, 1 qt., $2.43; : at., 
$2.83; 3 at., $3.38; 4 qt., $4.13; 6 at., 


$10.78; 15 qt., $12.80; 30 qt., $16.60. 
These prices are EACH and "NET. 


GARAGE SETS.—Fairly good demand 
reported with prices steady as in the 
case of steel butts. Jobbers quote 
$2.40 per set for small quantities; 
$2.25 for six sets or more’and $2.10 
for 18 sets or more. Local stocks are 
satisfactory. 

JUVENILE VEHICLES. — Continues 
most active. Improvment in sales 
started with the closing of schools. 
Prices are being well maintained. 
Local stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Child’s garden sets with 18 in. 
handles. Set No. 1, 10 c. each; No. 
6, 17c. each, and No. 9, 30c each. 

Arcade toy lawn mower, No. 564, 
55¢c. each. In lots of 12 or more, 50c. 
each; No. 565, 85c. each, in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 1634c. each; Little Gem, 
31%4c. each; Little Jewel, 83144c. each; 
and Bissel Junior, $1. 3344 each. 

bra gaa No. 840, $5.95; No. oti. 
$6.55; 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9. 70 
each. 

Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 each; 
No. 751, $2.25, and No. 761, $3.25 each. 


LAMP CORD.—Volume at the present 
time is very good. Prices are steady. 
Stocks are in good condition. 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK 

Lamp cord, prices are per 1000 3 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, old 
brass, white, green and brown, 500 ft. 
on a spool, $9. 50; silk covered twisted 
lamp cord, white only, 250 ft. on a 
spool, $13; 18 in, 1/64 cotton covered 
lamp cord, maroon, white and dark 
brown, 500 ft. on a spool, $8.30; 18 ga. 
1/32 cotton covered lamp cord, ereen, 
white, maroon, oak tan and dark 
brown, 500 ft. on a spool, $10.75; 18 
ga. 1/64 cotton single conductor, wire 
white, brown, oak tan, white —_— 
marker, brown with marker, and oak 
tan with marker, 500 ft. on a spool, 
$4.25; 18 ga. 1/32 cotton twisted lamp 
cord; green and yellow, 250 ft. on a 
spool, $12.50; 18 ga. black cotton re- 
inforced cord, 250 ft. on a_ spool, 
$16.50; 18 ga. cotton covered heater 
cord, 250 ft. on a spool, $16.50. 


LANTERNS.—Demand is reported as 
very light. Prices are well maintained. 
Stocks are in good condition. 


JOBBERS’ eT ae x2. RE- 
TAILERS, F.O.B. NEW YOR 

Lanterns, Hy- -Lo, $7.50; Victor, 
$8.00; Monarch, $8. 06; Buckeye Dash, 
$14. 00; Junior wagon, $17.25; Watch- 
men’s Mill, $25.00; No. 2 ‘Blizzard, 
$39.00, and No. 30 Beacon wall, $37. 
Prices are per dozen and subject to 
special allowance of 25 cents per 
dozen on shipments of 3 dozen or 
more at one time. 

Lantern display stand, $4.00 each, 
with lantern assortment, $14.00 each. 


LINSEED OIL.—Demand is normal. 
Prices quoted July 3 are as follows: 
Linseed oil in less than 5 bbls., 11.9c. 
per lb.; in lots of 5 bbls. or more, 11.5c. 
per lb., and Calcutta linseed oil in bar- 
rels, 19.5c. per lb. 

Boiled oil is 4/10c. extra per Ib., 
double boiled oil is 5/10c. extra per 
lb., and oil in half barrel lots is 7/10c. 
per lb. additional. 

These prices are slightly higher than 
they were in June. 


NAILS.—The situation in nails is un- 
changed. Prices are fairly firm and 
demand is moderate. 


JOBBERS’ ayoTAr TO RE- 
TAILERS, F.O YORK: 

Comon ar nails, gy 4d, st. 45 
per keg; 6d, $4.10 per keg; 8d, 4.05 
per keg; 164, $3.95 per keg; 20d, $3.85 
per keg; common wire nails, alvan- 
ized, 4d, $6.95 per keg; 6d, $6.70 per 
keg; 8d, $6.55 per keg, and 10d, $6.45 
per keg. 

Wire box nails, smooth, 4d, $4.65 
per keg; 6d, $4.30 per keg; and 8d, 
$4.15 per keg. Wire finished nails, 
bright, 4d, $5.15 per keg; 6d, $4.55 per 
keg; 8d, $4. 30 per keg, and 10d, $4.20 
per keg. Wire finishing nails, gal- 
vanized, 4d, $7.65 per keg; 6d, $7.05 
per keg; 8d, $6.80 per keg, and 10d, 
$6.70 per keg. 


ROLLER SKATES. — Fairly active 
since schools closed. Prices are the 
same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
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contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, l5c. per 100; ‘axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 85c. per pair. 

Chicago line, No. 181, $2.65; No. 183, 
$2.75; No. 185, $2.75; ‘No. 101, $1.33; 
and Nos. 103 and 105, $1.38 per pair. 


SOLDER. — Sales 
Prices are the same. 


solder at $2 per 5-lb. box. 


SCREENS, WINDOW.—Has been very 
active. 


Current sales are fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Continental window screens; No. 
1533, $4.10 per doz.; No. 1833, $4.60 


pe oO. 
2841, $7.30 per doz. ; o. 3033, $6.75 
per doz.; No. 3037, $7. ‘a per doz.; No. 
3045, $8.45 per doz. 

Galvanized window screens: No. 
1538G, $4.25 per doz.; No. 1824G, 
_ 35 per doz.; No. 1833G, $4. 80 per 

oz.; No. 2433G, $5.75 per doz.; No. 
perta $6. 10 per ‘doz.; ; No. 2837G, $7.15 
per doz.; No. 3037G, $7.85 per doz.; 
No. 3045 G, $8.85 per doz.; No. 3637F, 
$9.30 per doz. 


activity is fair. 
Jobbers quote 
bar solder at 32c. per lb. and strip 


active but are only fair at the present 
time. 


JOBBERS’ QUOTATIONS ths RE- 
TAILERS, F.O.B. NEW YORK 
Continental Screen Doors, ” Net 
prices: No 241, 2,6x6-6, $1.61; 3, 8x8-8, 
$1.68; 2,8x6- 10, $1.70; 2, 8x7, $1.72; 
2.10x6- 10, $1.78; 3x6- 8, 2, 10x7, $1.80; 
3x7, $1.85; No. 281, 2,6x6-6, $1.70; 
2,8x8-8, = 78; 2,8x6-10, $1.80; 2,8x7, 
$1.82; 21 0x6- 10, $1.86; 3x6-8, 2,10x7, 
$1.89; 3x7, $1. 95; No. 288, 2,6x6-6, 
$2.13; 2, 8x8-8, $2.24; 2,8x6-10, $2.26; 
8x7, $2. 29; 2, 10x6-10, $2.33; 3 
$2.43; No. 288G12, 


3.75; 2,10x6-10, $3.79; 

3.84; 3x7, $3. 96; No. 555G14, 2,6 
4.09; 2,8x8-8, $4.25; 2,8x6-10, $4.28; 
,8x7, $4. 32; 2, 10x6- 10, $4.40; 3x6-8, 

2°10x7, va 45: 3x7, $4. 55; No. 84 Galv., 

2,6x6- 6, $2. 00; 2, §x8- 8, $2. 08; 2,8x6- 10; 

$2.13; _ 310x6- -10, $2.21: 


2,8x6-10, 
$2.96; 3x6-8, 2,10x7, $2.99; 3x7, $3.08 

Combination screen and storm doors 
complete. Net prices: No. 8/O, 2,6x 


counts apply to new standard screw 
lists. 


Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-74% per cent discount. 


TIRES AND TUBES.—Demand has 
been more active since July 1. 
have not been changed. 
considered adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Mansfield tires, 4 ply baloon type, 
29 x 4.40, $7.40; tubes $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; oo $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11. 15; tubes, .90; 28 x 5.25, 
$11. 10: tubes, Be 85; 30 x "5.25, $11.90; 


tubes, $2.00; 31 x 5.25, $12. 25° tubes, 
$2.05; 29 “ 5.50, $12. 65; tubes, $2.25. 
Same 6 ply, 31 x 5. 25, $14.70; tubes, 


$2.05; 30 x 5.50, $16.05: tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2. 25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, 55. 
Tire display racks, $10.00 each. 
Prices in all instances are each. 


VENTILATORS.—Reductions in lead- 
ing lines have been announced. New 
prices on lines changed are given here. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Continental line; De - Fliekt - Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 


Prices 
Stocks are 

































6-6, $4.93; 2,8x8-8, $5.08; 2,8x6-10, 117, $3.75 per doz. NET. Continental 

_ Window screen frames: No. M3636, 5.18; 2,8x7, $5.20; 2,10x6-10, $5.28; wood heme cloth ventilators, No. 
a ee Oe eee ee x6-8, 2,10x7, $5.32; 3x7, $5.42; No V-836, $2.00; No. V-923, $2.00: No. 
real : 8/G, '2,6x6-6, $5.80: 2,8x8-8, "$5.98; V-937, $2.20; No. V-949, $3.75; No. 
Diamond E window screens, gal- apes. $6.20; 2,8x7, $6.27; 2,10x6-10, V-959, $4.40; No. ‘V-1537, $3.45; No. 

vanized wire cloth, 14 mesh, No. 1, $6.50; 3x6-8, 3,10x7, $6.55; 3x7, $6.70. V-1549, $5.00 per doz. NET. Conti- 


$7.20 per doz.; No. 3 $9. 60 per doz.; 
No. 4 $10.40 per doz.; No. 6, $11. 20 


per doz.; No. 7, $12.40 ‘per dos. " the same. $3.75; No. 1137, $3.45; ‘No. 1146, it. 40: 
iamon . with golden bronze JOBBERS’ QUOTATIONS TO RE- No. 1437, $5.00, and No. 144 5.60 
wire cloth, 16 mesh; No. 11, $10.80 TAILERS, F.0.B. NEW YORK per doz. NET. 


per doz.; No. 13, $13. 60 per doz.: No. 
14, $14.80 per doz.: No. 16, $15. 60 per 
doz.; No. 17, $16.80 per doz. 


SCREEN DOORS.—As in the case of 
window screens, sales have been very 





head, brass; 


SCREWS.—Normal demand with prices 


Wood screws, flat head, bright iron, 
41-10-10; round head, blue, 40-10-10; No. 3, $3.00; No. 4, $3.50; No. 5A 
round head, iron, nickel plated, 27%- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 3214-10-10; 
271%4-10-10. 















nental metal frame cloth ventilators, 
Yo. 833, $2.50; No. 837, $2.80; No. 845, 


Wurldsbest Ventilators, No. 2, $2.50; 


$4.00; No. 6A, $4.75; No. 6B, $5.00, 
and 6C, $5.50. These are LIST prices 
per dozen and subject to a trade dis- 
count of 33% per cent. 


round 
These dis- 








The Nation’s Model Store 


(Continued from page 41) 


new interior is so arranged that customers have 
a complete aisle all the way round the store. Thus they 
can “shop” around over all the displays, readily before 
their eyes, before buying, and this has proved a source 
of real income. Fresh fruit and vegetables are shown 
in the built-in bay, items which are in strong demand 
and which greet the eye as customers approach or enter 
the store. It is so splendidly arranged, however, that 
the entire store is before the eye of the customer as soon 
as the store is entered. On one side fancy glass goods 
are plainly displayed: These are so-called “impulse” 
goods, goods whose display sell themselves, for custom- 
ers often never even had them in mind when entering 
the store. Staple merchandise is at the rear of the 
counter where it can be readily reached, and fits in 
nicely with the island effect which encircles the stores 
and exposes all the merchandise to the customer. Even 
tables for running specials have been installed. 

No fixture in the center of the store is higher than 
42-in. This makes it possible for passersby to see to 
the entire rear through the front windows. Motorists 
driving by have been known to call up the store and 


















place orders, meaning that it has acquired new custom- 
ers from this arrangement. 

Miss Grimm conceived the idea of a modernized 
store when she attended the opening meeting in October, 
1928, at Louisville when plans were taken up for the 
survey, 1200 grocers from Louisville and environs at- 
tending. The meeting was addressed by Carl Dipman, 
who spoke on store arrangement, while addresses on 
additional subjects were made by J. W. Millard, busi- 
ness specialist, Domestic Commerce Division, and others. 
Miss Grimm at the time was preparing to make changes 
in her store and was getting ready to buy shelving. The 
store arrangement described by Mr. Dipman so appealed 
to her that she had him design her remodeled store and it 
was the first grocery store in Louisville to be so modern- 
ized. 

Plans have been drawn up by draftsmen for 20 such 
stores and about 50 stores have been arranged or are 
in process of arrangement and will be in operation about 
July 1. An allied food committee representing the 
Louisville trade is at work arranging for additional 
modernized stores, taking up their work where that 
of the survey ends on July 1. 
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July Business Starts Off Well With 
Pittsburgh Hardware Jobbers 


(Pittsburgh office of HaRDWARE AGE) 


PITTSBURGH, July 9.—July business started off well, with a rather 
heavy last-minute movement of picnic and vacation supplies and a 
continned heavy demand for seasonable goods. Screen doors and 
windows are still very active and farm tools are improving, offset- 
ting the declining demand for garden and lawn tools which have 
now passed their peak. Builders’ hardware is improving gradually, 
but the aggregate movement thus far in the season has been gener- 
ally below last year’s level. This was expected in view of the rather 
light building operations in the Pittsburgh district this year. There 
is still considerable demand for paints, but sales are now beginning 
to decline, following a very heavy volume in May and June. Prices 
are unchanged, although new lists for fall goods will begin to come 


out in a short time. 


The Pittsburgh steel industry enters the second half of the year 
in an unusually favorable condition, in spite of the fact that speci- 
fications have been declining gradually for several weeks. The de- 
cline, however, has never reached usual proportions expected at this 
time of the year or earlier and backlogs on nearly all products are 


much larger than usual. 


On such products as strip steel, cold-fin- 


ished steel bars and merchant bars and shapes, deliveries are con- 
siderably improved, but shipments on sheets are not generally ob- 
tainable for four weeks or longer and recent hot weather has 
brought about a curtailment in operations which will place mills 


farther behind than ever. 


Operations in nearly all departments 


were cut down last week on account of the holiday and sheet and 
tin mills did not resume on Friday. The price situation on steel prod- 
ucts is still fairly satisfactory, but irregularities have been reported 
in galvanized sheets, as mentioned last week and less prominently in 
cold-rolled strip steel and structural shapes. 





AUTOMOBILE TIRES AND TUBES. 
—Demand continues rather quiet. 
Prices are unchanged at recent levels. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield tires, 4 ply baloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 
$2.05, 29 x 5.50, $12.65; tubes, $2.25. 

tee 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05: tubes, $2.35; 
30 x 6.00, $16.15: tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2. 30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 

Prices in all instances are each. 


BOLTS, NUTS AND RIVETS.—There 
is a steady movement of bolts and nuts 
in small lots, and prices are well estab- 


lished. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 
Nuts.—All styles, 50 per cent off 
list. 
Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 





BUILDERS’ HARDWARE.—Gradual 


improvement in demand, whigh has been 


noticed since early in June, continues, 


but the aggregate movement is not yet 
up to expectations. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50; ¥' 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5. 40; light strap, 
with screws packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.—Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 
Garage Sets.—Swinging hinges, 10 

$3 per set. 

"“iieek Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


FARM, GARDEN AND LAWN.— 
These products are still very active, 
with demand for farm tools probably 
exceeding that for lawn and garden 
equipment at this time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


| 





Lawn Rollers.—No. 2, 175 lb., with 
water, $8.55 each; No. 4, 265 Ib., 
$10.15; No. 5, 265 Ib., $12.70; No. 7, 
420 lb., $14.60; No. 9, 565 Ib., $16.50. 

Garden Hose. —250 to 500 ft. —_— 
% ee Tic. to 9c. per ft.; 5K in., 8c. 
to 10%c.; % in., 9c. to 12%e.; in 50 
ft. lengths coupled, %c. per ft. 
higher; nozzles, Gem, $5.50 per doz.; 
Diamond, $4.50 doz.; Giant, $3.25 per 
doz. ; reels, $1 to $4 each; Perfect hose 
couplings, $2 per doz.; Sherman hose 
couplings, $1.40 per doz.; Perfect hose 
members, 25c. per doz.; hose nipples, 
$2.40 per doz.; hose adapters, $2.25 
per doz. 

Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 
41, $15.24; spading forks, No. 84, 
$10.80 per doz.; No. 72, $14.28; garden 
rakes, No. 014, "$5. 64 per doz.; No. 512, 
$8.64; No. 514, $9; lawn rakes, No. 
—" $5. 50 per doz.; field hoes, $6 per 
OZ. 


Barrows.—Garden, No. 81, $3.65 
each; No. 82, $4.75; No. 83, $5; No. 
84, $7.75; No. 45, $4.50; No. 35, $5.75; 
No. 25, $6.25. 

Trowels.—Garden, No. $1.40 per 
doz.; No. 803, 90c.; No. $69, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 75c. 

Grass Hooks and Shears.—Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; 
German, $3.60; English, $7. Shears, 
No. 360, $3 per doz.; No. 380, $3.60; 
No. 520, $5.50; No. 525, $7; No. 530, 
$5.50; No. 540,” $6. 

Shears.—Prining, No. 25, $2 per 
doz.; No. O, $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8 in., blades, $1.25 
to $1.75 each; 9 in., $1.40 to $1.90; 
10 in., $1.60 to $2 

Pruners.—Tree, Water, $1.30 to 
$1.60 each; Disston, $2 to $2.10; Rock- 
dale, $1.35 to $1.65; McKinney, $2.60 
to $3.60. 

Sprinklers.—Ring, 60c. each; Rain 
King, $2.60; Giant Rain King, $8.25; 
Pluvius, $1.25. 

Sprinkling Cans.—Galvanized, 4-at., 
$6 per doz.; 6-qt., $6.60; 8-qt., $7.50; 
10-qt., 40. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13.50; 18-in., $8.50 to $14; 20-in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1-lb. 
papers, 24c. per tb.; in 100-lb. drums, 
14c. per lb.; arsenate of lead, 1-lb. 
papers, 22c. per Ib.; in 100-lb. drums, 
16c. per Ib. 


MISCELLANEOUS TOOLS.—There is 
a steady movement of these products at 
unchanged prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 138, 22, 113, 133, 324 
_ 325, 5 ft., $5.40; 514 ft., $6; 6 ft., 


‘Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35.20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage Vises.—No. 43, $2 each; No. 
43%, $3; No. 44, $5. 


PAINTING SUPPLIES.—Demand for 
paints is receding slightly, according to 
the usual tendency at this time of the 
year. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, lbc. per gal. 
higher); white lead, 13%c. per lb. in 
100-lb. lots; 10 per cent less in lots 
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of 500 lb. or more, and extra 4 per Hardware Cloth.—24 in. x 48 in., Field Woven Wire Fence (per 100 
cent less in lots of a ton or more; No. 2, $4 per 100 sq. ft.; No. 3, $4.30; rods): 
turpentine, 63e. per gal., in barrel No. 4, $4.65; No. 6, $5; No. 8, $5.50. 1047210 ...... $39.80 
lots; raw linseed oil, 12c. per lb. in Poultry Netting.—Galvanized after teers ee ae 
barrell lots. weaving, 50 and 10 per cent off list. + Si alent pababenanes aided ac 
% . Bune cece cecresescccececesesesecs & ‘ 
SASH WEIGHTS.—Prices are un- WIRE PRODUCTS.—Barbed wire and RUNGE hshs deer ee daxicualansins 37. 00 
changed at $42 a ton, f.o.b. Pittsburgh, | fencing are still fairly active, although $e0-13 dls gaa eate nas cae ae acon 
and the demand is light. the peak of the season’s demand has ue Fenians eee +++ 49.20 
SCREEN WIRE GOODS.—Screen prod- | Passed. Prices are unchanged. Pier Genananate aatettide 
+ : JOBBERS’ QUOTATIONS TO RE- NERRGAR che ee a 
ucts are just as active as they have TAILERS, F.O.B. PITTSBURGH: a kien a el tek ie s4.00 
been, and the movement is considered | Fence Wire a == = 
; iob- per 100 lb. Annealed Galvanizec ollie : 
the best in recent years by many job eS Gilles... $3.00 $3.45 Le Seer ree $37.00 
bers. | eee Se eee 3.05 3.50 IN UR rca aici sicted Savona nee 44.50 
JOBBERS’ QUOTATIONS TO RE- No. 11 weer eee seer eee 3.10 3.55 ING OOO too sisinre 5 oss ycieweiee arcane GROM 
TAILERS, F.O.B. PITTSBURGH: NO. 13 ....-2002eeeeeee § 3.15 3.65 WIE 2. sh 05 8) veaxnzdncesabian 60.00 
Screen Wire Cloth.—Black No. 12 NO. 13 oes eeeeeeseeeees 3.25 a Citecdiees Paiakan 
mesh, $1.85 per 100 sq. ft.; opal, No. INGs RM Ss mainswadcee consis 3.35 4.0 alvanized E é 
12 mesh, $2.10; bronze, No. 14 mesh, oie | eS eee — ry Tubular Angle Steel 
: RE Gps, aisii:e ae sins BAU 55 Steel Fence Posts 
een Doors.—2 ft. 8 in. x 6 ft. 8 Barbed wire (per 80-rod spool): eS wre CBORD ccc sivbs 
No. 241, $18 per doz.; No. 288, $24; ONO 0s oviccccsceneteven $2.97 “Se eat Bic. each 38c each 
No. 457-G12, $22; No. 315-B14, $42. TEE AMIE a 05:0 «)0 siervinr dts ow sie ots 3.18 7 tt. vet Ne: aad a ce 
Screen Windows.—Wooden frame, BENE 6 i019 5 040s cca sissa tein eas 3.43 LS a a ba. CAC Uc. €ac 
extension, 12-33, $3.50 per doz.; 15-33, 4-point cattle ...... enue tatam 3.17 (Oe ee 45c. each 
$3.85; 18-83, $4.40; 24-33, $5.10. 2-point cattle (special).......... 2.25 Bright nail, base, per keg, $3. 





Northwest Crop Outlook Is Encouraging 
Tourist and Vacation Supplies Active 


(Minneapolis Office of HARDWARE AGE.) EAVES TROUGH, CONDUCTOR 


MINNEAPOLIS, MINN., July 9.—With the beginning of July results | PIPE AND ELBOWS.—Call for this 
class of material is steady, with good 


from the year’s crop are becoming known. The harvest has started | \ojime. Prices are eniibiiiai 


in the southwestern portion of the country, and the returns show a JOBBERS’ QUOTATIONS TO RE. 
fair crop. In this section of the country tributary to the Twin iar Gok + a a 
Cities, the crops are spotted,.with ample rain in some sections and gic head, galvanized, in crates, $5.25; 
too little in others, with the result that it is hard to predict the re- crates, not’ nested, $4.90; 4 in., $6.85 

per hundred feet; conductor, elbows, 


sults. However, it is generally conceded that there will be a fairly 3 in., $1.73; 4 in., $2.88 doz., net. 
good crop on the average and good fall business will result. FIELD FENCE.—Fencing is selling 


Vacation season is at its height, and tourist trade is heavy. Sup- a ample. Prices show 


plies for trips and for camping and outdoor sports are selling well. pn 
In a recent letter from this office it was stated that Minnesota’s TAILERS, F.0.B. TWIN CITIES: 

m ns - Field fence, 9 ga., top and bottom, 
share of the tourist money last year was a hundred million, which 11 a., intermediate, 26 in. high, 
was somewhat out of line. Actual figures are hard to obtain and itt =- 





the estimate mentioned was given out in some information. Suf- | FILES. and for files continues 


fice to say that it is a fine large sum that each State in the North- | fairly heavy, with stocks well assorted. 
Prices have not changed. 


west benefits from happy summer visitors and every merchant has pibaentcetnailioy ees <iee 
his opportunity to sell something to this class of trade. TAILERS, F.0.B. TWIN CITIES: 

° . ° . Nic Ss iles, 5( “r cent and job- 

Prices show some slight changes this week, solder, Armco iron | pers’ brands, 60-10 per cent from list. 


and roofing tin prices having changed. Prices seem to be fairly | GALVANIZED WARE. — Sales are 


stationary on the rest of the line quoted, and the market is steady in | steady, with a fairly good volume. Call 
for garbage cans is good, with other 











eneral. ; : 
s items showing a steady volume of 
- , : F : trade. Prices have not changed. 
AXES.—Demand is normal for this | naper is showing good demand. Prices JOBBERS’ QUOTATIONS TO RE- 
time of the year, with prices unchanged. | have not changed. TAILERS, F.0.B. TWIN CITIES: 
JOBBERS’ QUOTATIONS TO RE- JOBBERS’ QUOTATIONS TO RE- ge eee ee 
TAILERS, F.0.B. TWIN CITIES: TAILERS, F.0.B. TWIN CITIES: sos gigas? sm Sg = E- i8-qt., | $5.50; 
Single bit, base weight, unhandled Red rosin sized paper, all weights, eae Seis No. 1, $7.15: No. 2. 
axes, $15 to $16.50; double bit, $20.00 $2.65 cwt., and tarred felt paper, $8.00; No. 3, $9.35; Teaee:. Ma E 
to $21.50; single bit, handled, $19.25; $2.80 cwt., net. 3320; No. “3, ia to: th $15.66 
double bit, handled, ae doz., net. CHAINS.—Sales are steady, with Nae ate 
BOLTS.—Call for bolts is steady with prices firm. GLASS AND PUTTY.—Demand is 
good volume. Prices have not changed. JOBBERS’ QUOTATIONS TO RE- nominal in a retail way, with steady 
+i oenEne Suerezions Fe RE- Le gee F.O.B. oy #- Sg yg call from shops and contractors. 
.0.B ~ chains, % x 14, $12.05; x 14, . 
Carriage and machine bolts, 60 per $9.15; % x 14, $8. 60; proof coil chain, JOBBERS’ QUOTATIONS TO RE- 
: i i TAILERS, F.O.B. TWIN CITIES: 
cent; stove bolts, 75 per cent, and lag 4 oo” $10.30; % in., $7.40; % in., sinel @ double strength A 1 
serews, 60 per cent from ‘standard | $6.85; 4 in, $7.70 owt. net, Pg hg ony gi 
eee : : CHURNS.—_Demand for churns con- from lists; strictly pure putty, in 50 
BRADS.—Demand is good, with stocks | tinues good. Development of the dairy Ib. steel drums, $4.85 cwt., net. ‘ 
ample. Prices are firm. industry in the Northwest is steady, LAWN HOSE.—Sales are showing 
JOBBERS’ QUOTATIONS 5 I RE- with resultant demand for equipment. good trade in this line, with stocks well 
TAILERS, F.0.B. TWIN CITIE filled. Prices are firm as quoted. 
Wire brads in 25-lb. box at ie per JOBBERS’ QUOTATIONS TO RE- . 
cent from lists. TAILERS, F.0.B. TWIN CITIES: JOBBERS’ QUOTATIONS TO RE- 
wae Barrell type churns, 3344-5 per cent TAILERS, F.0O.B. TWIN CITIES: 
BUILDING PAPER.—Call for building from lists. Lawn hose, Manhattan, black, %- 
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in., 500-ft. bales, $7.25; %-in., $8.50; 
5g-in., 50-ft. lengths, coupled, $7.75; 
Manhattan, red, %-in., 500-ft. baies, 
$7.75; %-in., $9.00; 5-in., 50-ft., 
lengths, coupled, $8.05; Good Luck, 
5g-in., 6-ply, $9.00; Buil Dog, %-in., 
7-ply, $12.75 per 100-ft. net. 
LAWN MOWERS.—This is the height 
of the lawn mower selling season, and 
dealers are keeping their stocks ac- 
cordingly. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B,. TWIN CITIES: 
Lawn mowers, Philadelphia, Style 
A, 15-in., $15.75; 17-in., $17.85; 19-in., 
$19.95; Riverside, Ball-bearing, 16-in., 
$7.25; 18-in., $8.25 each, net. } 
MILK CANS.—Demand is steady, with 
a good increase from year to year, as 
the dairy industry grows, in this part 
of the country. Replacement demand 
also takes a quantity of cans. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 
NAILS.—Deliveries are fairly heavy to 
contractors, which indicates that con- 
struction work is good. Stocks are 
ample, with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per kég, base. 
POULTRY NETTING.—Demand is still 
fairly good, although the heavy sales 
for this item for spring have passed. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Poultry netting, hexagon mesh, 60 
per cent from lists. 
PYREX OVENWARE. — Sales are 
steady, with fair volume. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
No. 623 casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33: No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2; No. 26 tea pots, $2.33; 
No. 953 percolator tops, 7c. each net. 


ROPE.—Demand is good for rope in 


use on haying outfits, with other sizes 


selling steadily. Prices show no 
changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O WIN CITIES: 


Best grade mantle rope, 7-16 in. 
and larger, 24c.; % in., and smaller, 
25c.; best grade sisal, 17%c. lb. base. 


SANDPAPER.—Call for abrasives is 
steady, with good volume. Stocks are 
well filled, and prices firm. 


JOBBERS’ eta ene TO RE- 
TAILERS, F.O TWIN CITIES: 
Best grade aemaae No. 1, 80c. 
per box of 75 sheets; second grade, 
No. . 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 
SASH CORD AND WEIGHTS.—Deliv- 
eries are showing a fairly good volume, 
with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Sash cord, best grade, 65c. lb. base; 
second grade, 38c. third grade, 


27c. lb. base, net, and cast iron sash 
weights, $1.95 cwt., net. 
SCREWS.—Call for screws is good, 
with stocks in good condition. Prices 
are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 371%, per cent; round 
head brass, 3214 per cent from lists. 


SOLDER.— Demand for solder is 
steady, with stocks ample for the pres- 
ent demand. Prices are slightly higher. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Warranted half and half solder, 
30%c. lb., and strictly half and half 
solder, 31%c. Ib., in 100-lb. boxes, 
net. 
STEEL SHEETS.—Demand for sheets 
is steady, with stocks ample. Price on 
Armco sheets has changed slightly, 
with other prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


TIN.—Call for tin is good, with stocks 








well filled. Prices on 8 lb. roofing tin 
shows a change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating IC, $14.75 box, net. - 
WHEELBARROWS.—Sales are fair, 
with prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75 American 
garden, $6.25 each, net. 


WIRE.—Fence wire is moving well, and 
prices are firm. 


SS Se tag tbe es TO RE- 
TAILERS, F.O.B. TWIN C ITIES: 

Galvanized barbed cattle wire, $3.11 
per 80-rod spool; galvanized “barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—Sales are still very 
good, with stocks well assorted. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire cloth, 12 x 12 mesh, black 
painted, $1.85, and 12 x 12 mesh, 
aluminum finish, $2.25 per 100 sq. ft., 
base. 

Bronze wire cloth, 14 x 14 mesh, 
$7 per 100 sq. ft. in full rolls, net. 


WRENCHES.—Sales are showing a 
good volume of trade in this line, with 
stocks well filled. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; keg model wrenches, 54 per 
cent: engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap- on Wrenches. Radio and 
electric sets in metal cases, $2.75; 
No. 101 Master Service Sets, $13.75; 
No. 202, Heavy Duty Sets, $3.8 80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankease Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33144 per 
cent discount. 

Crescent, 6 in., $5.65; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 





June Business Ten Per Cent More Than 


June 1928 In Cleveland 


(Cleveland office of HARDWARE AGB) 


CLEVELAND, July 9.—Business in hardware lines is holding up in 


very satisfactory manner. 


Cleveland jobbers report a 10 per cent 


increase in sales during June over the same month last year. Sea- 
sonal merchandise such as lawn mowers, screen doors and windows, 


garden hose and accessories are moving well. 


Lawn mower sales 


this year with one local jobber have broken all previous records. 


Orders are now starting to come 


in for later summer merchandise, 


such as cookers and other canning equipment and fruit presses. Job- 
bers are starting to take orders for early winter merchandise, in- 


cluding holiday goods, and they 
orders for Christmas tree outfits. 


have already taken quite a few 
Prices are being well maintained 


and no important changes are reported. 


Collections are quite satisfactory. 








AUTOMOBILE TIRES AND ACCES- 
SORIES.—While tires are moving fair- 
ly well, the volume of business is not 
regarded as as heavy as it should be at 
this time of the year. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TA'LERS, F.O.B. CLEVELAND: 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, ; Mansfield heavy 
duty, 32 x 4, $11. 50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.50. Tubes, —30, < 314) es 
$1.30 agen. . x Mansfield, $1.5 


each; 3% Liberty, $1.05 Pie 

29 x #40 *uiperty, $1.29 each; 32 x 

6.50, $2.70 each. 
AXES.—Although sales are being 
made for fall delivery, the demand is 
not very lively. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

First grade single bitted, rustless, 
black finished handled axes, $19.50, 
base, per doz.; unhandlded, $15. 50 per 
doz.; double bitted, handled, $24.50 
per doz.; double pitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and smaller 
advance for each 6 lb. additional 
weight increase. 


BATTERIES.—Ignition batteries are in 
good demand for motor boats. Other 
types are rather quiet. 


JOBBERS’ QUOTATIONS TO RE- 
‘TAILERS, F.O.B. CLEVELAND: 
B and C Radio 3 ae 
14 


INO. 168 ..cscccscccccce $1.22 
INOS FOG 266 cscs tsseecies 1.30 1.40 
TAO, TEE cwetncesesae ven 1.92 2.06 
NO. 485. vccsocccccccce 2.33 2.53 
INO. 770 .ccccccsccccvce 0 3.00 
INO. 486 .voccccccscces 2.97 3.2 


Dry Cell A _ batteries, No. 7111, 
3514%6c. in standard packages, 40c. in 
broken lots; Columbia igniter dry 
cell batteries, 32%c. in standard 
packages, 36 c. in broken lots. 


BINDER TWINE. 
vesting season is already under way, 
the demand is holding up surprisingly 
well. Jobbers have done a large vol- 
ume of business in twine this year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Standard binder twine, $5.73% per 
50 lb. bale; white sisal, $5.73% per 
bale; second quality standard, $5.36% 
per bale; fine, 600 ft. lengths, $6.73% 
per bale; extra fine, 650 ft. lengths, 
$7.30 per bale. No difference in price 
between 5 lb. and 8 lb. balls. Five 
per cent discount if paid by June 1. 

. O. B. factory, Chicago and Au- 
burn, N. Y., 11%c. per bale less 
than above prices. 


BOLTS AND NUTS.—Business is fair, 
although not as heavy as a few weeks 
ago. Prices are firm. 


JOBBERS’ eT car nae RE- 
TAILERS, F.O.B. CLE 

Machine and Ha mht ao Oe “cut 
thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in. and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size. 
Stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 
packages. 


BUILDERS’ HARDWARE.—Demand is 
fair, but not as good as during some 
previous years, owing to the limited 
amount of building work. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

In case lots, lock sets, $5 per doz.; 
Fp strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 








T hinges, 6 in., $1.80 per doz.; 8 in., 
. $2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in., and 3% in., 
16c. per pair; 4 in., 2ic. per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 
CELL-O-GLASS.—This is quiet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Cell-O-Glass in 100 ft. rolls, 12c. 
per sq. ft.; glass cloth in 100 yd. 
rolls, 24c. per sq. yd. 
CHAINS.—tThere is still considerable 
activity in log chain. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Coil chain, 3-16 in., $11.85 per 100 
Ib.; % in., $10.75 per 100 1b.; 5-16 in., 
$9.25 per 100 lb.; % in., $7.85 per 100 
lb. Cow ties, No. 14, $2.75 per doz.; 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 
CORRUGATED ROOFING.—Sales are 
fair, although not quite as heavy as re- 
cently. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
28 gage corrugated roofing, 26 in. 


wide, $3.97 for 14 in., and $3.92 for 
2% in., for 10 squares or more. 
ELECTRIC FANS.—These are in very 
good seasonal demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Polar cub, 8 in., non-oscillating, 
$3.25 ea.; 9 in., $3.70 ea.; 10 in., oscil- 
lating, $7 ea.; Robbins & Myers, 8 
in., oscillating, $4.25 ea.; 10 in., oscil- 
lating, $9.75 ea.; 12 in., oscillating, 
$19.50 ea.; 16 in., oscillating, $22.75 ea. 


GLASS BAKING WARE.—Orders are 
more plentiful than a few weeks ago. 
Some buying has started for fall ship- 
ment and some retailers are filling in 
their stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Casseroles.—Round or oval, 1 qt., 
$1; 1% qt., $1.17; 2 qt., $1.33; square 
$1.17; casseroles with fancy covers, 
35c. higher. 
Mod — —8 in., 50c.; 9 in., 60c.; 
in., 
Bread Oe 212, 60c.; No. 214, 
Utility Dishes.—No. 231, 67c.; No. 
232, $1.17. 
Tea Pots.—2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 
NAILS AND WIRE. — Wire products 
are moving rather slowly, the demand 
evidently not being up to normal for 
this time of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 





Nails.—Factory shipment, car lots, 
$2.75 per keg; less than car lots for 
factory and stock shipment, $2.95 per 
keg; other products for stock ship- 
ment, No. 9 galvanized wire, $3.40 
per 100 lb.; No. 9 annealed wire, 
$2.95 per 100 Ilb.; polished fence 
staples, $3.40 per 100 lb.; galvanized 
fence staples, $3.65 per 100 lb.; coated 
nails, $2.95 per keg. 

Barbed Wire.—Lyman, 4-point cat- 
tle wire, $3.13 per 80-rod spool; hog 
wire, $3.40 per 80-rod spool. 


PAINTERS’ SUPPLIES. — A large 
amount of outside painting is still go- 
ing on and the demand for paints and 
supplies is heavy. Linseed oil has ad- 
vanced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Mixed paints, first quality, $2.60 
per gal, for colors and $2.75 to $2.80 
for white. 
Turpentine, in we 6844c. per 
gal.; less than bbl., 83%c. per gal. 
Linseed oil, in bbls., 93 er per gal.; 
less than pbi., $1.083, per gal. 
White lead in 100 lb. kegs, 13%4c. 
per lb.; in 50 and 25 lb. kegs, 13%c. 
per lb.; in 12% lb kegs, 14%c. per 
lb. Quantity discount, 500 lb to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 
Enameling lacquers, $1.20 to $1.65 
per qt. 
ROPE.—The harvesting season has 
stimulated the demand, which is good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Best grade manila rope at 22%c. 
per lb. for factory shipment and 23c. 
per lb. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 
161%4c. for shipment from stock. 


SASH WEIGHTS.—These are very 
quiet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


Sash weights, $36 per ae for mill 
shipment, $34 per ton. 


STOVE PIPE AND ELBOWS.—Buy- 
ing for fall shipment shows some pick- 


up. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

6 in., 20 gage stove pipe per crate 
of 25 joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same, 26 gage, $3.90 for factory ship- 
ment and $4.25 for stock shipment; 
6 in., corrugated elbows, $1.30 per 
erate for factory shipment and $1.40 
for stock shipment. 


SHEETS.—Galvanized sheets are mov- 
ing fairly well, although the demand is 
not as heavy as a few weeks ago. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

24-gage galvanized sheets, $4.60 per 
100 Ib. 





Don’t Sell Your Good 


part of the machine and tell him the 
manufacturer has not done a good job. 
He must ship it back to the factory. 
The express company now gets part of 
that 5 per cent profit—perhaps all of it. 

Then they tell us that the retail mer- 
chant is the weakest link in the chain 
of distribution. Who could stay in busi- 
ness on that basis? 

Now let’s see about the boy. He is 
thoroughly disgusted. When that boy 
gets through callege he may be in a 
position to tell some one what ma- 





(Continued from page 61) 


chinery to buy. Will he advise this 
kind? 


Where Good Will Counts Most 


But this isn’t all. Boys talk over their 
problems and troubles with other boys. 
This boy is in a manual training class 
with 30 other boys. How reputations 
are made and unmade by these boys! 

If I were a manufacturer of things 
that had to do with boys I would do all 
I could to make every boy feel that I 
was shooting square with him. How 





Will 


different the attitude of the two manu- 
facturers this boy has had experiences 
with ! 

Why should the manufacturer who 
sends out defective workmanship ex- 
pect the dealer who handles the goods 
to take care of the expense? It is the 
manufacturer’s fault, why not walk up 
and take his medicine like a man, make 
good and have the dealer as well as the 
customer feeling right about the sit- 
uation? 
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New England Sales Show Increase 
Collections Continue to Improve 


(Boston office of HARDWARE AGE) 


BosTON, July 9.—Retail New England sales, as might be expected 
at this time of the year, are increasing. The ring of the old cash 


register bell is music to the ears. 


Consumers, however, are appar- 


ently shopping for their wants and appear to be considering price 


to a greater extent than is normally the case. 


In certain highly 


competitive lines some retailers report price competition very keen, 
but this condition may be only temporary. 

Reports from jobbers, more particularly the shelf hardware, 
would indicate that the average retailer is working his head off for 
business and securing results, because jobbers’ sales are quite good, 


and collections are improving. 





AIRCRAFT TOYS.—With the daily 
papers filled with aircraft news, Young 
America’s interest in aircraft toys is 
kept constantly alert, and numerous re- 
tail hardware dealers are doing very 
well with such merchandise. 


JOBBERS’ guoT ares TO RE- 
TAILERS, F.0O.B. BOST 

Spirit of St. Lao Ne. 950, $1 
each list; No. 951, $1.50; No. 952, $3; 
No. 953, $5. 

Flying Planes.—No. 955, $1 each 
list; No. 956, $1.50. 

Hangar Sets.— No. 958, $1 each list. 
; Beacon Lights.—No. 959, $3.75 each 
ist. 


Construction Sets.—Zeppelin, No. 
96, $1 each list; No. 961, $1.50; No. 
962, $5. 


Discount.—3314 per cent. 
Aeroplanes.—No. 1011, $4 per doz. 
net; Zeppelins, No. 1017, $4, No. 2017, 


$8. Combination aeroplanes and 
Zeppelins, No. 2019, $8; C-Er-Fly, 
No. 10, $8. 


ASH CANS.—A slight decline in th2 
price of two popular selling ash cans 
is announced by jobbers. 


JOBBERS’ ae ea TO RE- 
TAILERS, F.0.B. BOST 


Ash Cans.—No. 75, % ‘lots 12, 
$9.60 a doz. net; No. 176, in lots of 
24, $16.40. 


AUTOMOBILE ACCESSORIES. — A 
story has been freely circulated in re- 
tail hardware circles that automobile 
tire and tube prices are about to be. cut. 
Jobbers say they have taken the matter 
up with manufacturers and that the 
manufacturers say there is absolutely 
no foundation for the report. Tires 
and tubes, as well as all kinds of acces- 
sories, are selling moderately well, ac- 
cording to jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Tires.—Mansfield line, eins duty, 
Straight side, 30 x 3% in., $8.85 each, 
list; 31 x 4 in., $10.80; 32 x 4 in., 
$11.50; 33 x 4 in., $12.10; 32 x 4% in., 
$15.55; 33 x 5 in., $21.15; 35 x in., 
$22.70. Discount, 7% per cent. 

Tires.—Mansfield line, balloon, 27 x 
4.40-19, $7 each list; 29 x 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 
$10. 20; 31 x 5.00- 21, $10.65. Discount 
7% per cent 

Tires. —Mansfield line, balloons, six- 
ply, 30 x 4.50-21, $11.05 each list; 30 x 
5.25-20, $14.30; 30 x 5.50-20, $16.05; 35 
x 6.00-23, $19. Discount, 7% per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 


10 per cent. In less than carton lots, 


| 





10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
earton, 30 x 4.75-21, $9.90 per carton 
list; 31 x 5.00-21, $10.50; 30 x 5.25- 
20, $11.40; 29 x 5.50, $12.90; 30 x 
5.50-20, $13.50; 30 x 6.00-18, $12.90; 
31 x 6.00-19, $13.20; 32 x 6.00-20, 
$13.80; 33 x 6.50-21, $16.50. Discount 
10 per cent. In less than carton lots 
10c. per tube should be added to the 
cost. 

BOATS.—Encouraging reports are had 
from both retailers and jobbers regard- 
ing the sale of toy boats. The rapid 
comeback in yachting has helpel to 
stimulate interest among boys in toy 
boats. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Toy Boats.— Tom Thumb line, 
Speedster, No. 54, $4 per doz. net; 
Fiash, No. 55, $8; Freighter, No. 257, 
$8; Motor, No. 135, $4; Tugboat 
Columbia, $8. Speed, Flying Yankee, 
No. 65, $28 per doz. net; No. 68, $48; 
No. 73, $80. Seaworthy, sail, No. 126, 
$4 per doz. net; No. 134, $8; No. 137, 
$12; No. 142, $16; No. 146, $20; No. 
124, $24; No. 149, $24; No. 151, $32; 
No. 162, $40; No. 163, $60; No. 166, 
$80; No. 165, $96; No. 167, $120, 

COCOA MATS.—Sales are picking up 
remarkably well. Evidently retail deal- 
ers are buying in anticipation of an in- 
crease in the duty on the raw material 
going into cocoa mats, which will, of 
course, be reflected in the cost of mats 
to the retailer. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Mats.— Cocoa door, No. 1, 14 x 25 
in., 70c. each, net; No 2,16 x 17 in., 
90c.; No. 3, 18 x 30 in., $1.12. Steel 
wire mats, $1.47. 

DOLL CARRIAGES.—Numerous retail 
dealers are having considerable success 
in the sale of doll carriages. Jobbers 
report business as greater than antici- 
vated. 

JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Doll Carriages.—Siebert ll No. 7, 
$1.75 each, Rae No. 10, $3; No. 11, 
$3.35; No. $4; No. 102, $1.85; No. 
108, $3; No. "ab $3.40; No. 118, $4. 

FLASHLIGHTS AND BATTERIES.— 
Jobbers have added flashlight colored 
cases to their stocks and are selling a 
lot of them. The cases come in old 
rose, green, blue, black and red. Two 
styles retail at 95c. each and cost the re- 





tailer 62c., while the third style costs 
him 84c. and retails at $1.30. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Flashlights.—No. 2602, 62c. each 
net; No. 2604, 49c.; No. 2612, 94c.; 
No. 2616, 84c.; No. 2619, $1.10; No. 
2660, 68c.; No. 2671, 84c.; No. 2672, 
$1.43; No. 2674, $1.75; No. 2694, $2.60; 
No. 2695, $2.28; No. 2697, $1.17; No. 
2642, $2.08; No. 2644, $2.40; No. 2645, 
$2. 93; No. 6993, $1.17. 

Flashlights. —Colored, No. 2602, old 
rose, green blue, 62c. each net; No. 
2605, blue red, green and black, 62c.; 
No. 2671, red, green and blue, 84c. 

Assortments.—No. 1, $3.85 per as- 
Pe net; No. 0, $4.82; No. 71, 


$5.0 

Units. —No. 94, $2.93 each net; No. 
16, $5.0 

© a unit cells, 
No. 935, 6%c. each net; No. 950, 6%4c.; 
No. 705, 19%6c.; No. 790, 138c.; No. 791, 
13¢c.; No. 700, 13c.; No. 703, 19%e.; 
No. 706. 13c.;) No. 734, 40c.; 'No. 750, 
13c.; No. 751, 19%c. 


PADLOCKS.—Quite a few numbers in 
the Corbin line of padlocks have been 
reduced slightly in cost. Prices as they 


now stand are: 


JOBBERS’ TE tet, TO RE- 
TAILERS, F.O.B. BOSTO 
Padilocks.—Corbin line, No. 901, 
7 67 per doz. net; No. 915%4G, 7: 
No. 915%4GC, $5.18; No. 981%, $2.6 
No. 0995A, $8.80; No. 1972%, $9. 3: 
No. 1980%, $7.80; No. 2806%, $1.71: 
No. 2809%, $1.50; No. 2822%d, 35 45; 
No. 02827C, R.F.D. type, $5.20; No. 
02829D, $5. 13; No. 02860, $5.40; No 
02865, $6.13; No. 02865C, $7.13; No. 
2879, $15.05; No. 2880, $17.16; No. 
28800, $18.36; No. 2881, $21.20; No. 
2882, $25.20; No. 2882C, $26.66; No. 
2918%, $1. 53; No. 2953%A,. $1.40; No. 
2954% B, $1.53; No. 2955%B, $1.67; a 
2956144A, $1.80; No. 2956% 4B, $1.80; 
2988%, $1.20; No. 9884, $4; No. 0927D, 
$3.30; No. 99254, $2.20: No. 9925EC, 
3337 No. 09855B, $10: No. 09855A, 
8.8 

Assortment, No. 5000, $7.47 an as- 
sortment. 

Grass Hooks.—There is a_ small 
yet steady buying movement of grass 
hooks. 


GRASS HOOKS.—There is a small yet 
steady buying movement of grass 
hooks. Retailers’ stocks are small, but 
they are limiting purchases to actual 
weekly requirements. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Grass Hooks.—Lawn King, $6.50 
per doz. net; Little Giant, $5.25; Re- 
liance, No. 70, $2.75; Kelley brier 
edge, $4.75; hand made, $4; Atkins 
Perfection, $4.60. 


INSECTICIDES.—It is a great year 
for bugs and pests of all kinds, conse- 
quently retailers are enjoying a broad 
and active market for insecticides. 


JOBBERS’ gucT Axes TO RE- 
TAILERS, F.O.B. BOST 

Lime Sulphur.—In Sie <a 
3le. each net; in gallon containers, 
59c. Direct shipments, in five gallon 
containers, 48c. per gal. f.o.b. Balti- 
more; in 50 gallon containers, 16%%c. 

Paris Green.—In one pound papers, 
rr per pound, net; in %-lb. papers, 

c 

Hellebore.—Powdered, white, Ib. 
packages, 48c. per Ib. net; % Ib., 35c.; 
1 Ib., 27c. 

Pine Tar.—In cans, Et $1.10 
per doz. net; pints, quarts, 


$2.75 
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Crow Repellant.—Stanley’s small 
containers, 70c. each net; large con- 
tainers, $1.05. | 
In-A-Minute.—Insecticide, $3 per No 
doz. net. eR) 


3N 3.08. 
Bug Death.—One lb. packages, $1.44 | seritsiickipimeniane 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Potato Hooks.—No. 5, $11.85 a doz.; 


6, $12.80; No. 5BN, $11.85; No. 


ROPE.—Jobbers say rope is selling 
quite well for this time of the year. 
Practically all retail buying, however, 
is of a filling in nature. 


Bete. take ibe Si. aa aE Fe Bb | RADIO TUBES.—The radio tube situa- JOBBERS’ QUOTATIONS TO RE- 
each. % | tion is in direct contrast with that of a bp Sigg oe praise . 

faze ope.—Manila, 3/16 in., 29c. per Ib., 

PEA SHELLERS. — Jobbers have | ’°@T 280. Then, tubes were scarce and net; % and 5/16 in., 28%c.; % in., 


stocked a pea sheller and retailers are 
finding a good market for them. One 
State Street retailer last week gave a 
cemonstration of the sheller in one of 
his windows and sold quite a number 
of the tools. 





| prices very strong. Today, jobbers have 

no difficulty in securing all the tubes and % in., 25%¢.; % in, 24c. %, 
they require and prices have been re- 
duced 7% to 10 per cent. 


| JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Radio Tubes.—Raiotrons, 


18 thread 
Py 


2744c.; 15-thread, 25 sWye.: 


« 


ie 
%, 1 and 1% in. 231% c 
SILVERW ARE.—Some numbers of sil- 


verware have been advanced slightly in 


rice. Changes made are as follows: 
No. Ux- P & cond igprabet 





JOBBERS’ QUOTATIONS: TO RE- 201A, $1.25 each, list; No. UX200A, JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BO $3.50; No. UX245, $3.50: No. UX112A, TAILERS, F.0.B. BOSTON: 

Pea Shellers. sae Pc po six to 2.25; No. WX171A, $2.25; No. UV Silverware.—Patrician pattern, No. 

a carton, $1.25 each list; discount 33% 199, $2.25; No. UX199, $2; No. UX120, 6602, teaspoons, $4.80 per doz. net; 

per cent. $50, No. WB11, $2.50; No. WX12, No. 6603, dessert spoons, $9.60; No. 

r 2.50; No. UX216B, $7.50; No. UX- 6605, table spoons, $9.60; No. 6604, 

POTATO HOOKS.—The movement of | 950. gs: No. UX226, $1.75; No. UY224, soup spoons, $9.60; No. 6607, dinner 

potato hooks out of jobbers’ stocks so $4; No. UY227, $2.50. Discount 40 forks, $9.60: No. 6006, dessert forks, 

far this year has run a little ahead of per cent. $9.60; No. 6567, knife and fork sets, 

last year, despite the fact that the New Radio Tubes.—Eveready Raytheon, ey No. 6559, knife and fork sets, 

* +1: No. ERI71A, $2.25 each, list; No. 09. 

England tuber crop in all probability ER224, $4; No. ER226, $1.75; No. ER- Silverware.—Baronet pattern, No. 

will be somewhat smaller than last 227, $2.50; No. ER245, $3.50; No. ER- 39619, baby spoon, $3.60 per doz. net; 
vear’s. 280, $3. Discount 40 per cent. No. 39738, baby set, 60c. each. 





Cuban Dealer Prepares Newspaper Copy from 
Hardware Age Tool Story 


OWN in Havana, Cuba, Edgar A. Reynolds has been 
selling hardware for many years. He has found in- 
spiration for many successful projects in HARDWARE 
Ace, which he has read since 1912. Not so very long 
ago he found an idea in a tool merchandising article 
which, since that time, he has used repeatedly in the 
preparation of advertising copy for a local paper. 
A translation of the advertisement at the right reads: 


For Light ExercisE AND MENTAL RELAXATION 
Make Something at Home—With Tools 


No one who has given the matter thought does not 
realize that the Best Rest, after a day of hard 


mental labor or business struggle, consists in 
Usinc Your Muscies in SoME Licut Work 


Provide yourself with an essential to commodious 


labor 
A Work Bench Like That Shown Above—Price 
$50.00 
And the necessary tools, which you can always 
find at 


“AGUILA 100” 


To sit down when you are tired does not neces- 
sarily bring rest. Real rest comes from the use of 
the muscles, which withdraws the blood from the 
brain and puts it into circulation. If you have 
doubt— 


Try It Out—With Tools Bought at “Aguila 100” 
Instead of Medicines. 








Para Ejercicio Ligero 
y Descanso Mental 


HAGA ALGO EN SU CASA CON HERRAMIENTAS 


No hay nadie que haya dedicado un poco de pensamiento al asunto, 

que no sepa que EL MEJOR 

__ DESCANSO 

ae después de un dia de trabaio 

mental, o lucha en los nego- 

cios, es el 
.USAR LOS MUSCULOS 

LIGERAMENTE EN 
ALGUN TRABAJO. 

Provéase de un esencial para 

trabajo comodo. 


UN BANCO, COMO EL ILUSTRADO ARRIBA 
PRECIO $50.00 


y las herramientas necesarias, que Ud. puede encontrar siempre en 
“AGUILA 100” 


Sentarse cuando uno esté cansado no trae DESCANSO. El ver- 
dadero descanso viene del uso de los misculos, que retira la sangre 
del cerebro, y la hace circular. Si tiene Ud. dudas, 


HAGA LA PRUEBA. — CON HERRAMIENTAS 
COMPRADAS EN “AGUILA 100”. 


en lugar de medicinas, compradas en Ia botica. 


EDGAR A. REYNOLDS 


AGUILA 100 TEL.A.0102. 
ENTRE SAN JOSE Y BARCELONA. 
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Missouri River Crossings Jobbers Report First 


Half Year Ahead of Same Period 1928 


(Kansas City office of HARDWARE AGE) 

KANSAS CITy, Mo., July 9.—Eleventh-hour conditions put a dent 
in the wheat crop. Though still large, it is something of a disap- 
pointment. Had not expectations been so high, the crop just har- 
vested would have been considered a good one. For months, how- 
ever, moisture conditions had been so unusually favorable over the 
western part of the territory that farmers and merchants were 
confidently looking forward to a bumper yield. It seemed that 
nothing could cheat them out of it. 

In a good many cases “combine” harvesting machines, ordered 
weeks and months ago, were not accepted by the farmers and had 
to be transferred hastily to other points to be sold over again—if 
possible. The situation is having some negative effect among deal- 
ers in the winter wheat belt. 

Corn is phenomenally late. There are cases of corn being planted 
and wheat being harvested in adjoining fields. Not many old-timers 
can remember such a juxtaposition of two operations ordinarily 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Grain scoops, split handle, corru- 
gated bottom, _s weight; No. 6, 
$11.50 per doz.; No. 8, $12.50; No. 10, 
$138.50; No. 12, $14. 


pide ceanaee is slack during 
these long summer days. 


Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Dietz line of tubular lanterns; Hot- 
blast, Little Star, $8.00 per doz.; hot- 
blast, Hy-Lo, same; hot- as ae 
$9.50 per doz.; hot- blast, No. 2 Royal, 
$10.00 per doz.; cold-blast, Junior, 
$8.75 per doz.; cold-blast, Junior 
brass, $16.00 per doz.; cold-blast, 
Junior brass, nickel plated, $20.25 per 
doz.; Junior wagon lantern with 
bull’s-eye lens, $17.75 per doz.; 
Eureka driving lanterns with plain 
lens, $19.50 per doz.; Eureka lanterns 
with optical lens, $21.00 per doz.; No. 
15 wall lanterns, $35.00 per doz.; Im- 
perial platform lanterns, $15.00 per 
doz.; No. 1 Climax platform lanterns, 
$6.00 per doz. 


six or eight weeks apart. Nevertheless the hardware business is 
moving along at a good rate. 
Certainly, the hardware trade has not suffered during the first 


LAWN SPRINKLERS. — Orders are 
plentiful in this line, despite the long 
rainy season. No price changes. 


half of 1929. With most of the wholesale houses it is running from 
a fourth to a third ahead of the first half of last year. This time 
last summer business was considered good. The decided up-curve is 
apparent. 

The same hot winds that hurt the wheat brought weather that 
began to move hot-weather goods. Electrical merchandise right 
now is not moving briskly, with the exception of fans. Some radio 
batteries are being ordered for fall delivery. Cutlery is not par- 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Nelson line: Circle, weight per doz., 
12 lb., brass top with brass or cad- 
mium plated bottom, $6 per doz.; 
Crescent, weight per doz., 12 Ib., 
brass top with brass or cadmium 
plated bottom, $5.50 per doz.; Whir- 
ling Fairy, swivel brass hose con- 
nection, malleable base, 11 in. high, 
$14 per doz.; Can’t Beat ’Em sprink- 
ler, diameter 3% in., height 1% in., 
weight per doz. 15 lb., $3.05 per doz. 


MILD STEEL BARS.—Activity con- 
tinues. Jobbers’ stocks are well as- 
sorted, though the mills are behind on 


ticularly active. 
Harvest supplies, of course, have moved in heavy volume. The 


grain bin trade has been especially notable. Fencing is in between 
seasons. Fishing-tackle is popular. So are tennis, golf and base- 
ball goods. 

Despite the wheat disappointment, which should not be exagger- 
ated, the hardware picture continues-bright. Leaders aré¢ looking 
for a good fall demand and are preparing to make the most of it. 


BALE TIES.—Orders continue to come set; cylinder front door sets, wrought 


in at a lively rate. Hay is doing well a ney lene Ber Oe 
in this territory. Prices steady. CARRIAGE AND MACHINE BOLTS. 


—The movement in this line is slowing 

JOBBERS’ OTATIONS TO RE- 4 : 
TAILERS, FOB. MISSOURI RIVER down a bit following the wheat har- 
CROSSINGS: vest, though it is still fairly active. No 


bundle: 9 ft... 14 ga., $1 48; 74, tt no price changes. 

ga., $1.08; 8 ft., 15 ga., $1.14; ty JOBBERS’ QUOTATIONS TO RE- 

15 ga., $1.21; 9 ft., 15 ga., $1.28; 

ft., 15% za. (£003 8% ft, 154 ga. TAILERS, F F.0.B. MISSOURI RIVER 
ee + wit ; t., Small carriage, rolled thread, 50- 

16 ga., $0.88; 8 ft., 16 ga., $0.92 10-10-5 off list; smal! carriage cut 


ft., 16 ga., $0.97 thread, 50-10-5 off list; large carriage 

BUILDERS’ HARDWARE.—Though it cut Eig yp aes a4 Rt ‘ a 

is asserted that some of the cities are list: anal tanine det, 0-90-5 Ot 

over-built, building is relatively more from list as of April 1, 1927. 

active in some of the smaller centers.| EAVES TROUGH AND CONDUCTOR 

Structural activity is registering some- | PIPE.—Business continues good. Prices 

what more perceptibly in the rural dis-| are firm. 

tricts. Prices are firm. JOBBERS’ QUOTATIONS TO RE- 
JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0.B. MISSOURI RIVER 


TAILERS, F.0.B. MISSOURI RIVER CROSSINGS: 


28 gage, 5 in. lap joint eaves 
CROSSINGS: 
Case lots of 2% x 2% steel butts, trough, $4.75 per 100 ft.; 28 gage, 3 
brass finish, 


old copper and dull in. conductor pipe, $5 per 100 ft. 
GRAIN SCOOPS.—The wheat harvest 
has accelerated trade. It is less active 
now, however. Recent reductions still 
hold. 


$19.25 a hundred rs 3% x 26 
a hundred pair; 4 x 4, 334 cana 
pair; 
case lots, 
keyed front door sets, 
set; wrought bronze metal, 


a hundred 
heavy steel bevel inside sets, 
$5.50 per doz.; steel bit- 
1 per doz. 
$2.25 per 





orders. 


MOPS. 
cent price reductions continue in force. 


NAILS. — Demand is 
though the price situation is still mud- 
dled. 





Prices are fairly steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


Re- 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Betty Bright self- wringing 
No. 10, $8.00 per doz.; Betty Bright 
mop cloth, No. 20, $4.25 per doz. 


rather brisk, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Common wire nails, $3.35 per keg, 
base (see new extras). 


OIL.—Trade is showing some better- 
ment and the linseed market is stiffen- 
ing a bit; up two cents a gallon. Tur- 
pentine is down two cents. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Raw linseed oil in steel-drum lots, 
98c. per gal.; boiled linseed oil in 
steel-drum lots, 96c. per gal. Tur- 
pentine, pure gum spirits, in steel- 
drum lots, 66c. per gal. 
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POULTRY NETTING.—At last a con- ecrews, 40-15 per cent oft list: flat x 6.00, $18. Tru ame 32 x 4%, 8 ply: 
‘ . read brass screws, 371%4-15 per cent $20.55; 33 x 414, $21.30; 30 x 5, $2 
siderable abatement of demand is be- off list; round head brass. screws, 32 x 6, a393.40° 36 x 6, 10 ply, $46.60: 
ginning to register. This line has held 321%4-15 per cent off list. 34 x 7, $60.15; 40 x 8, 12 ply, $91.60. 
iz briskly for months. No price| SHEETS.—Orders are coming in brisk- Mer ca tenes we — 
changes. ly and the market shows increasing See 
7JOBBERS! QUOTATIONS TO RE. strength. ae = os eg eo fa- 
ILERS, F.0.B. MISSOURI RIVER 4 itions. ices a 
pele LY sOnene QUOTATIONS TO ft- vorable weather conditions rices are 
Poultry netting, galvanized before TAILERS, F.O.B. MISSOURI RIVER a bit firmer. 
weaving, 50-10-5 off list; galvanized CROSSINGS: i JOBBERS’ QUOTATIONS TO RE- 
after weaving, 50-5 off list. Galvanized sheets, 24 ga., per cwt., TAILERS, F.O.B. MISSOURI RIVER 
$5.25 base; one-pass, cold-rolled, per CROSSINGS: 
ROPE.—Trade is still good, though ores $4.50; blue annealed, per cwt., Mansfield, 30 x 3%, heavy duty, 
somewhat lighter. Expected advances tale, Shs. 02 pet Goa.; 31 x 4, can, 32 
° ; : ' per half doz.; 33 x 4, tan, $13.20 per 
on the sisals have not yet gone into STORAGE BATTERIES.—Business is half doz.; 32 x 4%, tan, $15 per half 
effect. undergoing the usual slack season at} $07" Biiigon,“29 x 4.40. heavy. duty, 
JOBBERS’ QUOTATIONS TO RE- this time of the year, though orders for $18.60 per doz.; 30 x 5.25, $12.90 per 
ae MISSOURI RIVER fall delivery are being received on radio —. -" " aa Gece cer eat — 
Highest quality manila rope, stand- batteries. No price changes. (All foregoing ‘prices apt ae a 
ard brands, 24c. per Ilb., base; No 2 JOBBERS’ QUOTATIONS TO RE- per cent trade x $6, 58 te a — 
manile, standard brands, 23¢ per tb |  TAILEHS. F.0.8. MISSOURI RIVER | E701 ee 9 rotted’ vaive. base 
ity, standard brands, 20c. per Ib.: CROSSINGS: vulcanized splice, full size vi uve, 75e. 
Automobile, 6 volt, 11 plate. heavy each; 29 x 4.40, 92c. each. 


No. 2 sisal rope, standard brands, 


151%6c. to 17c. per Ib., base. standard terminal, $9.10 each; 6 volt, 


13 plate. $10.75 each: 12 volt, 7 plate, WHITE LEAD.—Business is good and 


$12.85: 6 volt, 11 plate, thin, stand- 











SASH WEIGHTS.—Trade 1S only fair ard terminal, $7.35; 6 volt. 13 plate, the market is strong. 
= the market is not particularly thin, for Ford and Chevrolet, $8.05. JOBBERS’ QUOTATIONS TO RE; 
strong. ; : TAILERS, F.0.B. MISSOURI RIVE 
pn stares +e on TIRES.—Now that hot weather is here CROSSINGS: 
TAILERS, F.0.B. MISSOURI RIVER the blowout is once more heard in the PR oie yy = gi per Ib. in hun- 
CROSSINGS: 1 — land and tire business is getting better. ‘ 

% 5 $1.5 ; pays ; ‘ , 
ews; team than ton tote, $1.90 per Prices are fairly steady. WIRE CLOTH.—Current trade is fair- 
ewt. JOBRERS’ QUOTATIONS TO RE- ly brisk; prices are somewhat more 

. i TAILERS. F.0.B. MISSOURI RIVER 
SCREWS. — Business is moderately CROSSINGS: see euerenee v6 ee 
° . . . N F “KR 2 £ tT . ‘ ~ ’ - 
good; recent — readjustments still PPro s oe NB os ag A ae 4 TAILERS, F.0.B. MISSOURI RIVER 
hold. heavy duty cord, s.s., cl.. $7.25: 31 x CROSSINGS: 

JOBBERS’ QUOTATIONS TO RE- 4, $11.40; 32 x 4, $12.10: 33 x 4, $12.70: Black wire cloth, 12 mesh, $1.85 per 
TAILFPS. F.0.B. MISSOURI RIVER 22 x 414, $15.95: 33 x 414. $16.60; 33 x 100 sq. ft.; galvanized, 12 mesh, $2.10; 
CROSSINGS: Rk. $21.70. Balloon. 29 x 4.40. regular, 14 mesh, $2.55: 16 mesh, $2.85. Bronze, 

Flat head bright screws, 45-2 $8: 30 x 4.50. $8.90: 30 x 5.25. $12.50: 14 mesh, $6.50: 16 mesh, $6. ae — 
per cent off list: round head, blued | 31 x 5.25, $12.90; 31 x 6.00, $17. 10: 33 per, 14 mesh, $6; 16 mesh, $6.2 


Educational Display of Window Glass Being Used 


ner GAS S Par Advantageously 
) a by Dealers 


Through its jobbers, the Libbey- 
Owens Sheet Glass Co. of Toledo, 
Ohio, is supplying dealers with an at- 
tractive collection of exhibits for 
window displays. 

Included in this new window fea- 
ture are ingredients used in manufac- 
turing glass, sheets of glass in finished 
form, large size photographs of the 
company’s process in various stages, 
display signs, reprints, booklets and 
other material. 

In a Shreveport, La., hardware 
store, the display reproduced herewith, 
was constructed from this display ma- 
terial. Window glass has often been 
neglected when stock was searched for 
window display items, but now that spe- 
cial attention is being given to the mer- 
chandise, many dealers have found a 
new means of arresting attention and 





stimulating sales. 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a ' 
contemporary puts it: \ 
have been copied, the rest will be.” 


“Some of them 












HOW TO BUY A GOOD 
USED CAR 


Look behind, underneath, and all 
around the rear seat cushion. If you 
find a couple of lace handkerchiefs and 
a handful of burned matches, a 
lipstick and half a package of ciga- 
rettes, or an assortment of various but- 
tons and a vanity case, or a feminine 
garter and an empty bottle, buy the 
car. Any one of the above items is 
sufficient proof that the car has been 
run but little. 





“Doctor, do you think the anesthetic 
will make me sick?” 

“No, madam,” replied the surgeon, 
“I think not.” 

But still she was not satisfied. “But,” 
she continued, “how long will it be 
before I know anything?” 

“Madam,” replied the other gravely 
as he signaled to his assistant that he 
was ready, “don’t you think that is 
asking a great deal of the anesthetic?” 





Customer: “Wouldn’t you take some- 
thing off for cash?” 
Salesgirl: “Sir!” 





Caller: “Wouldn’t you walk as far 
as the street car with me, Tommy?” 

Age Seven: “I can’t.” 

“Why not?” 

“Cause we're gonna have dinner as 
soon as you go.” 





She: “Now what are you stopping 
for?” 

He (as car comes to halt): “I’ve 
lost my bearings.” 

She: “Well, at least you are original. 
Most fellows run out of gas.” 





Small Boy: “Mother, there is a lady 
on the piazza knitting.” 

Mother: “Yes, dear. What of it?” 

Small Boy: “Hadn’t I better tell her 
the war is over?” 








Many a man who seems to be on 
Easy Street is only on Easy Payment 
Street. 





A Junction City young woman who 
collects antiques recently acquired a 
haircloth chair, says The Union, and 
now she knows why her grandmother 
wore six petticoats. 





Lawyer: “Can you tell me if the de- 
fendant was expensively garbed?” 

Rastus (a witness) : “ "Deed she was, 
sah. Ah knows expensive garbage 
when Ah sees it.” 





“Why all the bandages on Jones’ 
head ?” 

“Rotten bridge.” 

“Break through?” 

“No, trumped his wife’s ace.” 





Two colored gentlemen were engaged 
in conversation when one of them be- 
came very much annoyed by the per- 
sistent attentions of a large fly. 

“Sam, whut kin’ o’ fly am dis?” 

“Dat am a hoss-fly.” 

“What am a hoss-fly?” 

“A fly what buzzes ’round cows 'n’ 
hosses ’n’ jackasses—” 

“You ain’t makin’ out for to call 
me no jackass?” 

“No, but you can’t fool dem hoss- 
flies.” 





“So your little boy wasn’t. really 


lost ?” 
“No; we found him under the Sun- 


day paper.” 





“How is it you are so familiar with 
the Smiths’ private affairs?” 

“We looked after their parrot dur- 
ing the summer holidays.” 





Teacher: “Now, Jimmy, what are 
you doing, learning something?” 

Jimmy: “No ma’am. I was just 
listenin’ to you.” 











If our Secretary of the Treasury 
cannot engage in trade or commerce 
should our school teachers read or 
write? 





We know a former hockey player 
who now uses his old shin-guards when 
he plays bridge with his wife. 





Real Life Mystery No. 17,479—How 
they can make 57 varieties of canned 
soup and have them all taste alike. 





He: “And who made the first cotton 
gin?” 

Young Thing: “Heavens! Are they 
making it from that, too?” 





Printing offers many pitfalls. Many 
a writer seeking a beautiful phrase, and 
having completed it to his liking and 
satisfaction, has all but yielded up the 
ghost when it appeared in print. For 
instance the transposition of a space 
makes all the difference in the world 
in the meaning of words, as the au- 
thor found out when he penned “the 
masses” and it appeared in print as 
“them asses.” 


BUSINESS IN THE HOME 


Cohen and his family sat down to 
dinner on Sunday. To his three little 
boys Cohen said: “Now, children, 
which of you would vant a nickel in- 
stead of meat for your dinner?” 

Each of the three decided in favor 
of the cash settlement, so Mrs. Cohen 
put the meat away. Then she brought 
in the pie and put it on the table. 

“Now, my children,” inquired Cohen, 
“how many of you vant a nickel’s 
worth of pie?” 





Cleora: “Florence lost ten pounds in 
two weeks by worrying.” 

Lillian: “I tried that, but I couldn’t 
keep my mind on it.” 
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Why not sell more center fires? 


Tue big metallic business is in Klean- 
bore .22’s. Most dealers carry them and 
there is a steady demand for these popu- 
lar cartridges from all men and boys who 
shoot a .22 rifle. 


But a great many dealers 
rest contented with a large 
volume of sales of Klean- 
bore rim fires and do not 
realize that a good busi- 
ness can be done in Klean- 
bore center fire rifle, pis- 
tol and_ revolver car- 
tridges. Dealers who 
wouldn’t think of accept- 
ing anything but Klean- 
bore .22’s will sometimes 
accept another brand of 
center fire cartridges, sim- 
ply because they don’t 
expect to sell many of them anyway. 


I suggest that this is the best way to make 
that expectation come true. If you don’t 
want to sell many center fires, don’t stock 
Kleanbore. Whatever the possible volume 
on center fires in your territory may be, 
if you want your share of it you must 
have Kleanbore. 





The man who shoots a big game rifle is 
usually more particular about it than the 
man who shoots a .22. High power rifles 
cost more. There is more reason for pro- 
tecting them. As you do 
not get many shots at big 
game, it is all the more 
important to have the most 
accurate ammunition to 
make every shot count. 


Dealers who do a large 
volume in center fire me- 
tallies recognize this fully. 
They stock Kleanbore in 
all popular sizes. The 
dealer with a medium turn- 
over on center fires can’t 
afford to disregard the im- 
portance of having Klean- 
bore if he wants to in- 
crease his business. Without Kleanbore 
he won’t even hold the business he now 
has. Your jobber can supply you. Don’t 
submit to substitutions. 


xf POWELL 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
Telephone, Bowling Green 3392 


25 Broadway, New York City 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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Constructive Salesmanship 


(Continued from page 51) 


cause of having everything in the store with a cut price 
on it, and all the cut-price signs in the window. With 
deep indignation, he told me of this interloper, this 
rascal who had come to town and disturbed the situa- 
tion. Then he looked at me and said, “Do you intend 
to sell him any hardware, because if you do, I wish to 
serve notice right now that you will not sell me another 
dollar’s worth of goods.” 

I looked at him and smiled, and told him that I had 
not decided whether I would sell this newcomer or not. 
Then I showed him the letter he sent to my house. 
“Sure, he has done that on every line we are carrying. 
He doesn’t want to carry his own lines. He just finds 
out what we are selling and then he writes to every house 
asking them to send their salesmen.” “Of course,” I 
said, “I will have to call and see him and look him over, 
but I will tell you one thing. J will not sell this new- 
comer without your consent.” This seemed to mollify 
him somewhat, but he did not even like the idea of my 
walking down the street and entering the store of his 
hated rival. 

To make a long story short, instead of working this 
town in one day, I stayed three. I worked with these 
two merchants, trying to convince them of the error 
of their ways. I told the old merchant that he would 
have a pretty tough job to drive this new merchant out 
of town, as long as he owned his own building, bought 
his goods for cash, sold them for cash and as long as 
his wife did all of the housework. He had no living 
expenses except for food, which, of course, he got at 
the wholesale price. It’s pretty hard to drive a man of 
that type out of business. 

Then I went to the new man. I talked to him about 
the folly of cutting prices and not making any money. 
I told him how rich this other fellow was, and how he 
could keep up the fight for a long long time. I said 
that one great trouble with a price war was that all the 
people in that country would become accustomed to cut 
prices and that they would have a very hard time getting 
prices back again, even if they should fix up matters. 

Finally one evening I got them together in a back room 
of the hotel. Several times one or the other would get 
up to leave the room, and I would grab him by the 
suspenders and pull him back into his chair. I had a 
lovely time as peacemaker, but after a while they did 
sit down and talk business. I am afraid at that little 
meeting in the back room of the hotel, the Sherman Law 
was bent very badly, if it was not broken, but that was 
a long time before the Sherman Law bothered any of us. 

The outcome of this meeting was that they did not 
agree exactly on prices; that is, they did not have the 
same prices, but for a while they had runs on different 
lines of goods different weeks, but each one knew just 
the lines that would be selected to be slaughtered. The 
number of slaughtered items was finally cut down, and 


both of these dealers continued to do business. A 
strange thing developed in this case. The old merchant, 
notwithstanding the competition of the new merchants, 
sold more goods than ever. In other words, as there 
was known to be competition in this town, the ranchers 
came into town. Before that cash buyers had not visited 
this town because they knew it was a one-store town. 

I have always prided myself somewhat on the work 
I did on this occasion as peacemaker. Not only did I 
help these two merchants, but afterward I enjoyed 
selling both of them most of their hardware. For many 
years they were regular customers, and even after I had 
quit the road and took a desk in the house, often they 
would write me friendly letters. 

A salesman can do so much good on the road, if he 
will only stop and think. Instead of tearing down, he 
can build up. Instead of creating enemies, he can heal 
wounds. This, in a large measure, should be the work 
of every salesman. The good Lord knows there are 
enough things that happen in the course of trade to cause 
bitterness between men, without the salesman taking 
his little oil can and pouring a highly inflammable brand 
of oil on the fire. 

Still, if you will check up salesmen, you will find that 
the same old game is going on. Some salesmen, and ! 
take pride in saying a great many of them, are doing 
constructive work in their territories. They are build- 
ing up. They are trying their best to help their cus- 
tomers. They are not spreading gossip. They are not 
drawing the long bow when it comes to telling stories. 
On the other hand, there are salesmen who drop in to 
see you and start out with a whole bunch of “dirt” and 
a whole bunch of trouble. 

Recently, I attended a certain sales convention. All 
the men present were salesmen for a jobber. I asked 
the Sales Manager to point out their best salesman to 
me. He did. I made it a point to drop into conversa- 
tion with this salesman. I asked him what troubles he 
was having on his territory. His answer was brief. 
“I am not having any trouble,’ he said. “Of course, 
little things come up from day to day that require iron- 
ing out, but there is nothing serious the matter with my 
territory. I guess I sell my share of goods, and I seem 
to get along pretty well with my customers, and my 
house is all right.” So that was that! 

Then I asked this Sales Manager, without telling him 
about my first conversation, to show me the poorest 
salesman of the lot. He pointed out a certain man, and 
I started a conversation with him. This man was full 
of troubles. He knew everything wrong that was hap- 
pening in his territory. He knew all the cut prices. He 
took a bunch of papers out of his pocket, sorted them 
out and started to prove to me by documentary evidence 
just what was happening on his route, and it was the 
“worst ever.” 
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Powered by Aut-O-Dor 


The Electric Operafor 
that Never Fails 


We have been making better and better door hardware 





for 49 years. We stake our reputation on this statement 
. . . that Slidetite equipment is “perfection itself’ for 
commercial and private garage doorways, unobstructed 
openings up to 30 feet width ... no center post hazards! 


By merely pushing a button or pulling a cord, several of 
which may be conveniently located, Slidetite equipped 
doors can be made to slide open wide and shut tight, auto- 
matically. Aut-O-Dor Electric Operator never fails. 





Write for illustrated Catalog, which answers 
“Quality leaves, every garage doorway question, with exclu- 


its imprint” : " : 2 
sive R-W engineering achievements. 
.(0. 


ichards-Wilcox Mf: 


“A Hanger forany Door that Slides 

Boston Philadelphia Cleveland i lis St. Louis New Orleans Des Moines 

Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha_ Seattle Detroit 
Montreal +» RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 
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Electric Trains Make Good As After Christmas Merchandise 


(Continued from page 43) 


with a properly assorted stock of toys can redevelop this 
interest in the boy. It stands to reason, therefore, that 
such toys are electric trains and accessories, miniature 
electrical or mechanical machine shops, structural toys, 
airplanes and similar playthings can be made leading 
items in a hardware merchant’s all-year-round stock. 

Along these lines let us consider a window display of 
electric trains. The hardware merchant can attract any 
number of passersby to his window by the simple ex- 
pedient of having an electric train in operation around 
an oval of track. This has a double advantage—the 
onlooker will be attracted not only to the moving display, 
but to the center parts of the window, which can be 
devoted to other toys or a general display of hardware 
products and specialties. 


A pisptay of this kind run during the months of 
January, February, March and April will bring added 
sales to the original train unit that the boy had received 
at Christmas, and a strong thought would be stimulated 
ior him to add more track, cars, switches, tunnels, 
bridges and other equipment to complete his layout. The 
after season business on items such as mentioned above 
will be agreeably surprising and an appreciable volume 
will be added to toy sales. 

Later in the year, displays of miniature machine shops 
in operation, structural toys made up into attractive 
working models, and kindred mechanical toy articles can 
be placed in the window and in the store to the greatest 
possible advantage. 


IR the way of sales promotion, a short, well planned 
circular with illustrations of various toys (for which 
manufacturers and hardware jobbers are always willing 
to supply electrotypes) can be included with monthly 
statements ; thereby interesting customers and prospects 
in a different item of toy merchandise each of the 12 
months of the year. Such illustrated circulars can be 
devoted to a reminder of a child’s birthday, or the ap- 
proach of a certain season for which an appropriate toy 
is suggested. In hundreds of such ways a genuine inter- 
est in toys can be stimulated. 


In a great many instances store space does not permit 
the hardware merchant to carry a general line of toys. 
It is suggested, therefore, that consideration be given to 
a limited, yet varied, line of toys that will yield the most 
appreciable volume per sale in dollars and cents. Such 
toys are electrical, mechanical, structural, iron pull toys. 
and wheel toys generally. 

Closely allied to toys are several important articles in 
sporting goods, such as baseball -equipment, football 
equipment, skates, both roller and ice, and fishing tackle. 
Many hardware stores are already familiar with this last 
named list, and they form very important adjuncts to a 
toy stock. 

Toys generally can be made a great factor in convert- 
ing the retail hardware dealer into a scientific merchan- 
diser. The opportunities today are greater than ever for 
the merchant who learns anew the needs of his business 
and makes a study of the articles in which he specializes. 
The day has passed when it was only necessary to show 
an article and quote a price in order to consummate sales, 
the volume of which was, at best, limited. Just as manu- 
facturers improve their products in the natural course of 
the world’s advancement—just as methods of business, 
finance and science keep step in the march of progress— 
so retailers’ knowledge in presenting the merits of their 
merchandise should be more thorough and helpful. 

The jobber’s salesman of today is a technical adviser 
on toys suitable for the hardware merchant, as well as on 
his regular hardware specialties. Educational sales con- 
ferences are conducted by manufacturers of specialty toy 
articles for jobbers’ salesmen. These conferences have 
the effect of instilling into the salesman’s mind the merits 
and constructional features of the articles he sells. This 
knowledge is, in turn, imparted to the retail hardware 
merchant, and thus better merchandising practices are 
passed on. 

In submitting these views to the trade, the writer is 
mindful of the great success achieved by many live hard- 
ware merchants who have brought their toy-selling meth- 
ods up-to-date and, since the facts given herein are in 
line with modern merchandising methods, the hope is 
expressed that others may benefit. 





Comfort for Shoppers—A 
Good Sales Stimulator 


OMFORT for the woman shopper—is one of the least ex- 

pected and therefore most appreciated services a merchant 
can offer to his customers. Particularly true and helpful is the 
comfort appeal when selling large merchandise, such as washing 
machines, stoves, and refrigerators. 

Herewith is illustrated a refrigerator display in the corner 
of a dealer’s store. A comfertable chair for the prospect, read- 
ing lamp and descriptive literature all help the salesman to com- 
plete the sale. A linoleum rug can be used advantageously to 
hold together a display of this kind. 
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Do You Want 
Nore Satisfied 
Customers? 



















Each user of 


SIMONDS Mill 
Bastard Files knows he 


Simonds Mill 
Bastard Files 


Will Get | 7 is getting the World’s Best 
Them For 7 File. 
You ~ Prove this for yourself. Place a 


trial order now for a few dozen 
SIMONDS Mill Bastard Files. 
If your Jobber cannot supply you, 


write us. 


4 
4 
/ 
y, 


Simonds Saw and Steel Co. 
Hardware Dept. Fitchburg, Mass. 
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ODERN 


TANS TERS 
FOR — 
MODERN HOMES 


THE old-style caster is no longer used in 
the modern residence. People who take 
pride in their homes use ““Acmes’’—the 
modern caster. 


Ball-bearing, this caster rolls silently and 
smoothly. It will not mar nor scratch 
either floor or floor covering. “‘Acme”’ 
adds to appearance and denotes style and 
good taste. 


Sell ‘‘Acmes.’’ Keep your caster stock 
up-to-date. Meet the popular demand for 
high-class casters and double your caster 
profits. Write for catalog and sample. 


From your Jobber Send for Catalog 


THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE NEW YORK 


Agents: J. C. McCarty & Co. 
253 Broadway, New York City 








. The Story of the Gnomes 


(Continued from page 56) 


with the same zebra striped effect, in common use by the 
much more elaborate tonsorial parlors of the pesent 
bobbed hair era. Mott’s Oyster House, between Ham- 
macher’s and the barber, was a famous landmark in its 
day, and closely associated with Pastor’s theater as part 
of a complete evening’s enjoyment. A few old time 
lamp posts may be seen. The large wooden boxes at the 
curb are sidewalk coal boxes—everybody had one. The 
New York Central R. R. ran steam trains down the 
four tracks in the roadway. 

Coincident to the romantic progress of the City of 
New York is the equally absorbing record of hard 
earned achievement by Hammacher, Schlemmer & Co. 
In 1923 the firm published a brochure “Seventy-five 
Years of Constant Growth.” This booklet, rich in 
romance of commercial progress, is illustrated with 
wood cut engravings showing habits and scenes typical 
of the early days of the business. Twenty-five years ago 
the business moved to its present location at Thirteenth 
Street and Fourth Avenue and at that time was con- 
sidered ‘“‘way up town.” Three years ago a thoroughly 
modern branch store was established at .Fifty-seventh 
Street. 

Throughout the fascinating history of this firm, rec- 
ords and photos show that each era of public buying 
trend was closely reflected by merchandising practices, 
which recognized those trends and met conditions cur- 
rently. This included not only display methods, selling 
methods and store arrangement but also the equally im- 
portant adding of new merchandise which could be profit- 
ably sold by the store. 

Generally recognized as the pioneers in selling tool sets 
in boxes, this firm for many years did almost a world- 
wide business in tool kits, advertising in magazines de- 
voted to home mechanics and cultivating manual train- 
ing teachers and students. This firm was one of the 
first to appreciate the tool market among training schools 
with the future market among the graduates. All over 
the world Hammacher, Schlemmer & Co. has equipped 
schools and sold graduates by the thousands. The day 
we visited the store to get this story, an order had been 
received from Hawaii, and although magazine advertis- 
ing has been discontinued, the firm distributes many 
thousand catalogs and continues to retain a mail order 
business of good volume, from a wide area. 

It is interesting to note that the total sets sold from 
$7.50 to $85, 20 years ago are today sold from $22.50 
to $250 with less net profits. 

For thirty-five years this business has been consistent- 
ly advertised. For 22 years car cards have been used. 
Even today inquiries and orders are received from old 
advertising which appeared in Harpers, McClure, Cos- 
mopolitan and such magazines. A few months ago, a 
customer in Africa prompted by an old advertisement 
in the Cosmopolitan in 1909 ordered the duplication of 
an $85 tool kit, he had bought 30 years previous. The 
order was shipped but the cost was $250. 

Although the business was primarily a retail store, a 
wholesale department was developed some years ago, 
and today only 25 per cent of the gross business is retail. 
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Of the remaining 75 per cent, approximately one half 
is sold to dealers in a 100-mile radius for resale. The 
remaining volume representing broadly one-third of the 


firm’s business, is in mill supply equipment, piano hard- 


ware, furniture and cabinet hardware, luggage hardware 
and related specialties. This latter class of business 
sometimes called “jobbing” to differentiate it from 
wholesaling, was started many years ago and in many 
special lines the house has been internationally famous, 
as a source of supply for complete equipment. It has 
always enjoyed the reputation for having a most varied 
stock and estimates are that the normal inventory would 
show at least 100,000 different items. 

Among its personnel of 300 employees 30 have been 
with the organization from 15 to 45 years. President 
and Treasurer Wm. F. Schlemmer and Vice-President 
August Pahl have forty years to their credit and Secre- 
tary Wm. H. Siebert has a record of 25 years. The 
firm operates a fleet of 10 trucks within a radius of 
30 miles from the store and has 3 special light and fast 
trucks which cover a 100-mile radius. Delivery schedules 
are carefully arranged to obtain a maximum of service 
at an economic cost. 

It is likely that for many years after the passing of 
incumbent executives, and associates and present-day 
customers the little Gnomes who have faithfully served 
Hammacher, Schlemmer & Co., will continue to intrigue 
the interest of consumers; and in this way advertise the 
wares and services of this organization. 

EDITOR’S NOTE :—With the cooperation of execu- 
tives of Hammacher, Schlemmer & Co., HARDWARE AGE 
will soon publish some very informative articles on hard- 
ware store operations. These will be based on the 81 
years of successful merchandising to the credit of this 
house. 


A Hardware Store that Really is 
Sportsmen’s Headquarters 


(Continued from page 47) 


ceded we have the greatest bunch of fishermen in ten 
States.” Ed Millner makes that statement proudly. 

There is more than a suspicion that he and his partner 
in their intelligent, aggressive merchandising of fishing- 
tackle have done more than their share toward promoting 
the Izaak Walton cult in their territory. 

Both are high-priests in the order. Without them the 
Waltonites would feel that evil days had fallen upon 
them. With them, they thrive and catch fish. 

Miami lies in a favored fishing region. Within a 
radius of a hundred and twenty-five miles some of the 
best sport in the country is to be found. No wonder it 
is attracting so many from afar! 

The Ozarks are in the neighborhood and, as more and 
more people are learning each season, the Ozarks are 
alive with fishing waters. Some of them are so clear 
and cold that water-cress borders them from winter to 
winter. It seems quite in order to call the roll of a few: 

Spavinaw Lake, 62 miles south of Millner & Frib- 
ley’s; Neosho River, Shoal Creek, Lost Creek, Clear 
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Rixson Friction Stay 
Holds hinged in-swinging win- 
transoms, i 
Opens 180° when trim 
Maximum friction sur- 





etc., in any 








Rixson 
Olive 
Knuckle 
Hinge 


Distinctive 
French design 
made commer- 
cially practical 
for general use 
on hospital, 
hotel, apart- 
ment house 
and _ residence 
jobs. 
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Sell Both of These for Double Sales 


IMPLE as elementary mathematics! Suggest 
Rixson Friction Stay to hinge customers ;— 
recommend Rixson Olive Knuckle Hinges to 
the man who is buying stays. 
sales pile up profit because they economize sell- 


ing expense. 


THE OSCAR C. RIXSON COMPANY 


Write for detailed information on the 
articles above, and those listed below— 
or see Sweet’s Architectural Catalog. 


4450 Carroll Avenue 


New York Office: 101 Park Ave., N. Y. C. 
Atlanta 


Philadelphia 


Builders’ Hardware 


9 





New Orleans 





These double 


Chicago, III. 


Los Angeles Winnipeg 





—— 








Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 








: 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 

Butts, Pivots and Bolts 

Door Stays and Holders 
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DIAMOND “E” 


All-Metal Fly Screens 


The ten sizes of DIAMOND i All-Metal Fly Screens, 
plus the Adjustable feature, should suffice to take care 
of every one of your customer’s width and length re- 

quirements. Fly and mosquito 
proof—last lifetime. All 
sizes. RETAIL AT: Gal- 
vanized Wire, 90c. to $1.55; 
‘ Bronze, $1.35 to $2.10. 

















KANTIINK 


SPRING LOCK WASHERS 
DONOTTANGLE DONOTRUST 


Made and sold under license 
by the Kantlink Manufacturers: 





The American Nut & Bolt Fastener Co. The Mansfield Lock Washer Co. 
Pittsburgh, Pennsylvania Mansfield, Ohio 
The National Lock Washer Co. 
Newark, N. J., Milwaukee, Wis. 
The Positive Lock Washer Co. The Reli Manuf: ing Co. 
Newark, New Jersey Massillon, Ohio 


PAY THEIR COST IN TIME SAVED- SOMETIMES MORE 





Means Easy Sales 


KNOWN QUALITY Satisfied Customers 
SHARK BRAND CHISELS 


onniactned by_E. A. Berg 
Mfg. Co., Ltd., Eskilstuna, 











are made from 


Sweden. i 
the finest Swedish 
Butt Beveled edge. charcoal steel, sturdy 
Regular Beveled and well made and 
es craftsmen and lovers of 
Socket good tools appreciate their 
Chisels. known quality. 


Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 
We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 
Order from your jobber today, or write 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New Fost N. Y. 
Minneapolis, Minn. Seattle, Wash. Montreal, Can. 








POULTRY-SHEARS 


Best Quality. Makers of 
all kinds of high class 












Poultry Shears 
since 1905. Buy 
this famous Eagle 
Poultry Shear 
from the inventor. 
AUGUST BRECHER 
SOLINGEN 3, Germany 


Poultry-Shears with handles of Celluloid in 30 
different colors. Stainless-Shears, Gilded Shears. 














Creek, Big and Little Cabin Creek, Wolf Creek, Hudson 
Creek, Horse Creek, Honey Creek, Cowskin River, and 
Shawnee Lake, just east of Miami. 

It is an easy drive from the store to Spavinaw Lake. 
This Oklahoma “jewel” is seven miles long by a mile 
and a half wide. Enfolded in the bosom of the western 
Ozarks, it is an artificial, but none the less beautiful and 
fishful body of water. Tulsa drinks it. 

In the region roundabout, Spavinaw is a name to con- 
jure with. It draws thousands of fishermen and re- 
sorters every season. 

Right alongside Spavinaw Dam, it seems, the bass 
hold a perpetual convention. The Waltonians also at- 
tend in large numbers which, as yet, has not alarmed the 
fish, although this nefarious notice in HaRDWARE AGE 
may move their resolutions committee to bring in a fiery 
denunciation of the late Izaak and all his followers. 

Anyhow, both the bass and the bass-baiters are numer- 
ous, and the fishermen around Miami don’t mind spending 
their money for equipment. “One day,” said Mr. 
Millner, expressing some doubt as to whether he ought 
to let it out or not, “I sold a customer $100 worth of 
tackle, another $50 worth and a third $75 worth, all 
within two hours. 

- “Just the other day I sold a man tackle to the value of 

$89. Rods and reels move freely. We often get $35 
for a rod and $20 for a reel. Fly-lines sell from seven 
dollars and a half up to twelve and a half. Fly-fishing, 
however, is not yet highly in favor around here. Our 
patrons like first-class equipment.” 

From February to November each year Millner & 
Fribley buy fishing-tackle every week for resale. “On 
one occasion,” relates Mr. Millner, “I ordered more than 
eighty dollars’ worth of spinners alone. 

“My partner and I got to thinking about that order 
and, I confess, we both thought it ridiculous. I felt 
apologetic and decided that this time somebody had over- 
sold me. 

“Nothing of the kind! The very next week we had 
to order more spinners, $20 worth. That’s about how 
things move when the fish are hungry. 

“Our fishing friends here who go to Chicago and St. 
Louis tell us we carry a better assortment of tackle than 
they can find in such cities; not a larger one, of course, 
but a more practical range of selection. However that 
may be, we do try to live up to our reputation as Sports- 
men’s Headquarters.” 

Millner & Fribley make an intensive study of just 
what their fishing customers require and do a good job 
of supplying them accordingly. This policy, plus a dash 
of mercantile imagination—that is, the ability to sense 
how the other fellow’s head and heart work—is about 
the only “secret” concerning their success. 

It was indicated at the start of this article that Mill- 
ner & Fribley practise the art of connecting the person- 
alities of their customers with the M. & F. business in 
a way that is pleasing to the customer and beneficial to 
the business. For instance: 


Recently the firm trimmed a window that was so good 
in this and other respects that the two “bosses” let it 
stand two weeks instead of one. 
about it. 

This window depicted a mountainous bit of nature in 


eye-arresting fashion. 


Miami is still talking 


It would have held the gaze of 
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any stranger; to the folks in and around the city it was 
doubly interesting because of the personal hook-up. 

Over a rough, wooden frame-work poultry netting had 
been draped ; over that, burlap; over that, papier-mache, 
finished with a brush to resemble rocky heights. White- 
painted snow capped the peaks. 

At the foot of the miniature mountains, in the fore- 
ground, was a crystalline lake—an improvised tank made 
by the tinner with galvanized sheets. Into the lake ran 
a rollicking streamlet from the upper levels and at its 
mouth stood a small water-mill whose wheel was turned 
by the tumbling little torrent. The lake had real fish 
in it. 

Cuncealed from the eye of the window-shopper was an 
automatic electric pump which lifted the water back to 
its starting place and kept the lake at a constant level. 
On the water-mill, made of cardboard, was this sign: 
“Millner & Fribley, the Sportsmen’s Headquarters.” 
Unfortunately, .a picture was not taken of this window. 

But how it was personalized ! 

Features of the landscape were named for sportsmen 
well known locally, each name painted on the scenery 
plainly enough, but not so conspicuously as to mar the 
verisimilitude ; thus: 

Long’s Peak ; Smith’s Pass; Stayton’s Valley ; Rogers’ 
Plateau; Lake Wilson; Whitebird Flats; McNaughton 
Creek ; Holstine Canyon. 

Every one of these and other names similarly used 
belong to somebody around Miami known for his fishing 
and hunting proclivities. 

Were the owners of these names interested in that 
window? The answer is Yes. 

Did their friends comment? The answer is anything 
but No. 

A long string of years will run by before that window 
is wholly forgotten. It is a capital case of “mercantile 
imagination.” 

Millner & Fribley pay a competent decorator $12 a 
week to keep their windows worth looking at; all else 
the firm is “out” is the cost of the material used. The 
decorator also furnishes show cards whenever required 
—and they are required frequently: Millner -& Fribley’s 
is that kind of a store. ' 

Not long ago the decarator dedicated one trim to the 
June Bride. A three-stepped center-piece in canary-yel- 
low stood against a blue background of cardboard. 
Colorful presents for Mrs. Newlywed occupied the steps. 

There was a shining yellow percolator, another one 
finished in blue, a third in green and a fourth in pure 
white. A blue-top toaster, a plated bread-tray, a blue 
gasoline iron, a glittering pair of waffle irons, a thermos 
set and several items of colored queensware completed 
the setting in the middle. ‘Chests of silverware stood at 
either side. 

In this same window, but scarcely a part of the trim, 
was a broken-airplane propeller with a card saying it 
had been used in the production of the renowned mov- 
ing-picture, “Wings,” then on exhibition at-the leading 
Miami theater. 

Window merchandising, though old in principle, is 
exemplified refreshingly every week by Millner & 
Fribley. They sell an impressive volume of sporting 
goods, yes, but they sell a lot of other hardware, too. 





for your Profit ! 


ILLIONS of persons will see 
the V-W Ventilator national 


advertising to appear this year and 
further stimulate sales of this fast- 
moving product. Stock now and 
cash in on the certain big demand. 


Only the V-W Ventilator has 
the patented R-shaped vertical 
louvers that admit fresh air 
without draft, and exclude all 
dirt, rain and snow. 


Write for Complete Details! 


THE VENTILATOR CO. 
= 2892 A. I. U. Building 
Columbus, Ohio 




















The Sign of 


FAIRBANKS 
Wheelbarrows 


No. 739 Family 





Quality 


An Outstanding Seller 


We have never built a wheelbarrow that an- 
swered so many purposes and proved such a 
steady seller for General Hardware Stores. 


It’s light, easy to wheel and dump, and very 
strong for a small barrow. 


Send for Complete Catalog and Prices. 


The FAIRBANKS Company 


BOSTON 


NEW YORK PITTSBURGH 


Factory: Rome, Ga. 
Distribution Everywhere 
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BABCOCK 
Spruce | Ladders 


Step Lalas 


Strength 
* Durability 
Service 
For Every Use 


Cut shows Babcock Step Ladder under 
1700 Ibs. 


Write for Circular and Prices 


W. W. BABCOCK CO. 
BATH, N. Y. 














Wood 
Screw: 


Rivets 
Roofing Nails 
Scratch Brush Wire 











THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 











Hardware 
Cloth 


Every roll of Superior 
Brand _ Hardware 
Cloth will be found 
true to hardware 
cloth standards. 


Smooth, round, stand- 
ard size wire, woven 
evenly and_ heavily 
galvanized. You can 
sell Superior Brand 
Hardware Cloth with 
the assurance that 
every roll is made 
from standard size 
wire. 

Free from bags or 
bulges. Straight sel- 
vage. Heavily galva- 
nized. 


G. F. Wright 
Steel & Wire Co. 


Worcester 
Mass. 
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The New 
Boston Rubber Chair Tip 


SprinGriP Trade Mark The Tip and Its Parts 


Brass Washer Brass Nail 





The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 


Same. 
Patented 


f Spring 
Socket 
Send for Catalogue | 


THE ELASTIC TIP CO. 


Manufacturers of Rubber Specialties 





370 Atlantic Avenue, Boston, Mass. : 














The Brass 
Spring Bottom 
Will Not 
LOOSEN 


or 


LEAK 





New Style Oiler 


Pat. Improved Bettom 





In the manufacture of this Hammer & Co. 
New Improved Malleable Iron Oiler, we do 
not depend upon solder alone to secure the 
bottom and prevent leakage. 


We form a seating groove in the body at 
the point of soldering and force the down 
turned flange of the brass bottom into this 
groove, where it has a wide bearing and is 
then soldered securely. No leak. 











OLD. STYLE 


These well known Oilers have 
a steel spring in the bottom 
but do not have the Patent 
Improvements of the new style. 
Send for Prices. 


O14 style Olle <> 


Malleable Iron Fittings Co., Branford, Conn. 





Patent Spring 














Millions spent annually 
create builders insistence 
for Rustproof Products 




























standardizing om 
Grand Rapids Pulleys 


Our complete line of sash pulleys furnished in Zincote 
finish offers you a splendid opportunity to capitalize on 
the insistence for rustproof pulleys. 


Recognized as the finest—Grand Rapids Pulleys cost 
no more that ordinary pulleys. For over a quarter of 
a century the majority of the trade have standardized 
on this complete and superior line. Obviously it pays. 


Catalog, samples and prices gladly furnished on request. 


GRAND RAPIDS HARDWARE CO. 


558 Eleventh St., Grand Rapids, Michigan 


GRAND RAPIDS 


HARDWARE COM PANY 


ALL ~STEEE 


SASH PULLEYS 
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Allith 
ROLLING LADDERS. 


like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 











Stone Splitting 
Wedges and Shims 


Complete Catalog of 
Granite Cutting Tools 
and Supplies on request. 


Trow & Holden Co. 


Barre, Vermont 


























DANVILLE, ILLINOIS 
HESE wrenches are 
and jaws. Deep milled jaws give strong 


Genuine 

Oswego 

of extra strong con- 

grip.. Guaranty Tag attached to each 


mail. 
Sd 
Stillson 
struction particularly at the 
wrench. 


ALLITH-PROUTY COMPANY 
Wrenches 
bearing points between frame 
The OSWEGO TOOL COMPANY, Oswego,N.Y. 













7 Refrigerator and Builders’ 
Hardware 


Our 


Chicago Office and Warehouse 
231 West Lake Street 


Is Now Ready to Serve You With 


Better Hardware in Brass and Bronze 


Greene Tweed Corp. ri 
CHO. 4 Liberty St, Newark, N. J. 
Reg. U. 8. Pat. Off. Reg. U. 8S. Pat Off. 
















Forged steel points— 
fine adjustment— 
positive leck— 
Starrett quality— 

aa that’s what they 


No. 92 ant 
Senay % 











Sell Starrett Tools 














& “protect as well as orna- 
ment” is the sales story 
they tell. This powerful ad- 

people will send more 

al your store for 

Segal and hardware 

for homes. apartments, of- 


Segal advertisements in mag- 
azines will reach over 26 
million people. A‘lock must 


people 


fices, = factories, etc. 
products for greater profits. 
full details. 





SEGAL KEY CUTTER 
rt, pg eR By 9 





yg Sem St., Brooklyn, 
one can operate it, 


Co Ste SEGAL 


—” ne -proof Latches ‘KS 
ee ee ee Locks Padlocks 


hte 


display Segal 
Write for free literature and 


Seeal Lock Hardware Doce ey. 


Sales 
Accounts 
Wanted 


Are you desirous of 
securing good Sales Ac- 
counts to handle on a 
commission basis? 

If so, look over the 
advertisements in the 
“Classified Opportunities 
Section.” 


The place to 
find them is in 


Hardware Age 





239 W. 39th St. 
New York City 
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ell. 
MASONS TOOLS 


Quality drop-forged Masons’ Tools, 
made by Fairmount, offer real oppor- 
tunities for increased business— 
highly profitable business. 

Designed by men who know from 
experience the kind of work such 
tools are called upon to perform, 
Fairmount Masons’ Tools appeal to 
practical workmen the minute they 
are displayed. 

To prove this conclusively to your- 
self put in a stock of the popular 
numbers shown above. Just order 
by number from your jobber. 








BRICK 
CHISEL 









ii) 
Hin 








neo 7A box chock 
eo | full of friend. |) tice / 
ae | |ship for your ty 





ee a 
Sn | store. 








How many tacks in a box? Just so many PRICES 

emissaries of either good will or indiffer- ee a... $1.50 each 
No. 170 13 ONE rire 1.75 ph 

ence. Xe if zi ib Ws cok uen Aces 2.00 pone 
No. 172 g b. wep oe eee 2.50 each 


No. 651 3 RAR, wan oie. 6.00% .75 each 


Every Atlas box is “chock full” of good 


rf N Be Oe Rvandvevicass ia 2ach 

honest quality tacks. Just so many clean No. a33 ee chelate 100 each 
s L SASS 1.25 eac 

cut, sharp, serviceable tacks that please Fairmount "Brick *sointers mae 
No. Flat and Convex .50 each 

every customer. No. 6/2 5/16” Flat and Convex 190 each 
a ba pt mine Py ~ os “a0 rier 

A box “chock full” of friendship for your No. 675%” Flat and Concave 50 each 
. No. 676 5/16” Fis Cc .50 eactk 

store, and for your other merchandise. aaa ae grt” Mk” Bik ah Gemene, 38 seh 
ERS No. 678 7/16” Flat and Concave 50 each 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 13 iQ Gelt NT 
ATLAS TACK CORPORATION FAI 
Fairhaven, Mass., and St. Louis, Mo. TOOL & FORGING (of e) 


1061! QUINCY AVE CLEVELAND, ome. 





° ll TOOLS GIVE SERVICE AND a 7 


PLIMB TOOLS | eee 


[x HAND- FORGED X | VALUE for VALUE 
tnis Dispiay| | PRICE for PRICE! 

















Board sells 
tools like a 
star salesman 


Put one in your store 
for Carpenters, 
Plumbers, Auto and 
Aviation Mechanics, 
Machinists, Tinners, 
Concrete workers to 
see. 

A Plomb tool user is 
a Plomb tool cus- 


Compare Forsberg 
No. 61 with any hack 
saw and note the ex- 
tent of Forsberg 
leadership. 










tomer for life. This is only one of 
Ss d f Cc I SG 
Catalans sell ea divese the Forsberg qual 
and Advertise ationally ity saws priced to 
PLOMB TOOL CO retail at $1.00. 
2209 Santa Fe Ave. Let us tell you more about the 
Los — complete Forsberg Hack Saw 
W. Lake S and Coping Saw line. 


Chie 
4306- Son St., cee ‘island “City, 


Immediate Delivery The Forsberg Manufacturing Company 
from The Hack Saw Frame Specialists 


Warehouse Stocks Bridgeport Conn. 






































94 


HARDWARE AGE for JULY II, 1929 








Meet the Popular Demand 






CANS and PAILS 


Consistent, national advertising has 
established a tremendous market for 
this guaranteed line of quality prod- 
ucts. This popularity will increase 
your sales and profits. Ask your job- 
ber or write. 


thees a witt en tor THE WITT CORNICE CO. 


every need and purpose 
—guaranteed to out- Can Specialists Since 1899 


last ay ane 6 “™® «62114 Winchell Ave., Cincinnati, O. 


ordinary cans. 





TAINTOR POSITIVE SAW SETS 





have Set the Standard for a Quarter Century. Three 
styles: No. 7, No. 7% (Double Plunger) and No. 27 
(New, Natural Grip Set). 


Send for free Book: “Care of Saws.” 
Taintor Mfg. Co., 113 Chambers St., New York City 














The Most Complete Line 
on the Market 





REZNOR MANUFACTURING CO., MERCER, PA. 
























ARMSTRONG BROS. 


Improved Chain Pipe Vise 


Light, Strong—Fits in tool bag, attaches anywhere. 
One piece (patented) drop forged jaws give full 
support, prevent bending smallest pipe. Base and 
handle are drop forged, Screw of Alloy Steel, 
Chain—proof tested. 


This Mark & Assures Satisfaction 


Armstrong Bros. Hinged Vises are of improved 
design and superior workmanship. Automatic 
locking, quick action, great strength, conve- 
nient weight, Jaws of hardened tool steel— 
Hooks Drop Forged. 
Write for Free Catalog B-27 Today 

ARMSTRONG BROS. TOOL CO. 
314 No. Francisco Ave. Chicago, U.S.A. 























POULTRY SUPPLIES 





Moe’s Line is considered The Standard Line of Modern Poultry 
Equipment. Sold wherever poultry is raised, and a satisfactory, 
profitable line to sell. 

“4 2 Our Catalog and Prices, will interest you 


HOEFT & CO., Inc. 
2305 Davis St. — North Chicago, Ill. 








Holds Any Blade at Any Angle 


The vise like jaws hold blade rigid. 
Additional blades may be carried in 
the magazine handle. 


Oo Oo 
M All Purpose N 
RAZOR BLADE HOLDER 
Sells for 25c 


Write for wholesale price 


Sales Representatives 
JOHN H. GRAHAM & CO., Inc. 
113 Chambers St., New York 


m= 0s @@,'" New Haven, Conn. 




















Rebuild your store 
into a paying prop- 
osition, as did the 
A. M. Griffin Com- 
pany of Plainfield, 
N. J. Read the story 
of the Griffin store 
in this issue of Hard- 
ware Age, and then 
write to Heller for 
their personal sug- 
gestions on modern- 
izing your own store. 
Busi Buildi St Equi 0 No obligation. 








Clip this ad to your letterhead and mail today 


W. C. HELLER and COMPANY 


700 Bryant St., Montpelier, Ohio—N. Y. Office, 20 Vesey St. 72A 


YERS (orine’ 
STORELADDERS 


MODERNIZE STORE METHODS 


a ee eteeuste, storage oe. a ba — = 
ma 

to handle with absolute safety—to amet eau cowie “er 
wholesale or retail trade—install one or 

MYERS NOISELESS CUSHION TIRE STORE a 

Deep tread steps, full length hand grips, rubber tires, 

head track system, firm construction throughout, eliminate’ vers. 
tion and noise and produce a ladder of ample eS = 


fety, i efficiency. One style 
@ Seskon ~etneectbonhe ye er 4 height easily” "asta tailed 

















meets most requirements. Circular on request. 
mE PF EMYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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Motor Car 
Dusters 


Skunkhair 
Gum handle 


WILLY EISENMENGER 
Ludwigsburg (Germany) 





Simplex 
NCA LLG 


Sell on Sight! me. oS 
Their Visible Screw, Stability, By “¥ 
Workmanship & Duco Coloring “"=aj-ra} 


Create SalesAppeal . os. Seek. 


Pipe Pushers 
yn, and Trench Braces 
EST.189 have been famous 


Chicago, Ill.,U.S.A. for Years. 


Templeton, Kenly & Co. 





el 
a ea 
— 
-_ 
oll 
a 
aa 
ell 
ae 
al 
> ll 
— 
—_ 
— 
— 
—_ 


| @ 


THE CORBIN SCREW CORPORATION 
The American Hardware Cerp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicage, Philadelphia 
Western Factory—Dayteon, Ohie 









Made of beechwood 
with black non-rust- 
ing wire and trans- 
parent unbreakable @ 
glass _ protectors. 

e is no possi- 
bility of the food jam 
being thrown out. f 
First class work- 
manship. Has many 
strong selling fea- 
tures. Send for 
catalog. 


Holzindustrie Stadtilm, Stadtilm, 






_—— 
Pilih 

Pris és 1) Lest N Na SS 

“OULD | 

|AUMUALNN) EE. 

= — TT 


= 





as 





Germany 














I 


the new SNELL Construction Bit 


stiffer, stronger, tougher 


Built to withstand the everlasting drive of power 
drilling—Snell Bits stand the gaff—Snell designing 
and metal does it. 

Write today fer catalog. 


T 


SNELL MANUFACTURING COMPANY 
FISKDALE, MASS. 
Sales Representatives: Joha H. Graham & Co. 




















Known and Trusted 
for their unfailing 
accuracy— 

IBS 


BROWN & SHARPE 
y Mele) AS 


“World's Standard of Accuracy” 









bs Soasbe for W ater System 
Catalog K which gives 
complete information 
on Deming Shallow and 
Deep Well Water 
Systems for practically 
all requirements. 


' THE DEMING Co. 
Salem, Ohio :: Est. 1880 


FIGURE 2085 @ 
The Deming “Marvel” 
Shallow Well Water 
System. Made in capaci- 
ties of 265, 315, 480 and 
600 gallons per hour. 


433 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Nate) = a OO) 00D 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS: COTTON TWINES 
























Send for catalogue, samples and selling information 
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Classified Opportunities 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


2 inch .....ccccece 
Each additional inch 


ee vcevecces - - $5.00 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 








Set Solid, Minimum of 5 Spe. «SRD 


Each additional line...... oeees 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ 80 


Average 10 words to a line 
Allow One Line for Keyed Address 


Samples of merchand literature, catalogs, etc 
a" eR 





Discounts for Classified Advertising 
4 insertions, 10% of; 8 insertions, 15% 
oe 


Remittance Must Accompany Order 


Hard Classified 
tunities, 280" West 30th St. New 
York City 


Harpwars Acp is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 








g more than ordinary reforwarding postage should sot 


to box num! : 











KUSINESS OPPORTUNITIES 


POSITIONS WANTED 





STORES FOR RENT—Merrick Road and Broadway, Amityville, Long 
Island. Modern stores suitable for Hardware Store. Ready for occupancy 
about July 15. Large free parking space available. High grade locality; 
25,000 population within 3 mile radius. Rent reasonable. Bohack Realty 
Corp., 1977 Metropolitan Avenue, Brooklyn, N. Y. Telephone Stagg 6500. 





STORE FOR RENT—Bay Shore, Long Island, Merrick Road and Fifth 
Avenue, large modern stores can be divided to suit. Suitable for Hard- 
ware Store. Population 8500. Immediate occupancy, reasonable rent. 
Bohack Realty Corp., 1977 Metropolitan Avenue, Brooklyn, N. Y. ele- 
phone Stagg 6500. 





FOR SALE—One of the best Machinery Sales Agencies and Machinery 
Supply Business in the Southwest. A chance in a lifetime for some one 
to obtain money making and going business. Reason for selling—owners’ 
health and other interests. For further information writp--MACHINERY, 


P. O. Box 1978, Phoenix, Ariz. 





WILL PURCHASE for cash, small or large quantities of Electric 
Washers, Ironers or Cleaners. Any make, model, or condition. Give full 


details, lowest cash price, etc. 
CLAUSS ELECTRIC SERVICE, Inc., Cincinnati, Ohio 


oh 





HELP SPECIALISTS 
FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 
MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 


112 W. 42nd Street Bryant 7374-5-6 














MANAGERS for new cut rate hardware chain stores. Must have $500 
cash security, and references. Good salaries. Call at once. KLASS 
HARDWARE CO. INC., 1587 Fulton St., Brooklyn, N. Y. 


AN EXPERIENCED Builders Hardware salesman desires a position; 
references readily furnished, address Box 1-434, care of Harpware AGE, 


New York City. 





HELP WANTED 


SALES REPRESENTATIVES WANTED 








An important hardware service organization wishes 
to employ one or two competent young men, experi- 
enced in retail selling, stock arrangement, sampling, 
window display, sign writing. Positions will require 
considerable. traveling by auto; employes should own 
their cars to be operated on fair mileage basis. 
Territory New York State principally; men familiar 
with this section preferred. Permanent positions 
and advancement for men who qualify are assured. 
Special training will be given those engaged. Replies 
should state age, experience in detail, salary expected 
at start, name of present employer, date on which 
applicant could begin work. Replies will be treated 

-in confidence. Address promptly Box I-437, care of 
Hardware Age, New York. 














WANTED-—Salesmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition, GRAND RAPIDS WIRE PRODUCTS CO., corner First 
and Front, Grand Rapids, Mich. 


POSITIONS WANTED 


HARDWARE MAN, THOROUGHLY EXPERIENCED in general and 
builders hardware. Understand merchandising management and modern 
sales methods. Would like connection with owner where efforts of expan- 
sion and sales increase are appreciated and where an active interest can be 

urchased should conditions be satisfactory. Address Box 1-433, care of 

ARDWARE AGE, New York City. 











CAPABLE AND COMPETENT MAN—with 25 years retail and whole- 
sale hardware experience, who has successfully held ition as assistant to 
manager of catalog department and private printing plant for past ten years 
is secking greater opportunities. Those Saepeoted please address Box 


1-435, care of Harpware Acz, New York City. 





SALESMAN, COVERING NEW YORK AND NEW JERSEY, call- 
ing on stove and hardware dealers to sell on a straight commission, a 
manufactured — pe Pray stoves, — and pat, pon =a, — 
castings, cesspools, p hoppers, clean cut doors, water heaters, quoi 
and a large number of other articles that we manufacture. We have 
quite a number of good established accounts. Prefer a man with stove 
experi and must furnish reference. Address Box I-402, care of 


Harpware Ace, New York. 





MANUFACTURERS of full line of household specialties want local 
representatives in all important cities to handle line on commission. De- 
partment houses, premium concerns are all big users. State experience, 
lines handled, and territory covered. We want none but those who can 
“make good.’ For such our proposition is an excellent one. Address 
“S. H.,” care of Harpware Ace, New York. 





SALESMEN WANTED—2 live wire salesmen to sell complete line 
of hardware in northeast and north central Pennsylvania. Must be ac- 
quainted with line and known on territory. Commission basis. Age and 
experience required. Address Box I-428. care of Harpware AcE, New 


York. 





SALESMEN—calling upon well rated hardware dealers. We manu- 
facture a staple line of tools and our new sales proposition appeals to the 
independent retail dealers. Advise territory covered and lines you_ are 
now representing. commission. ress Box I-419, care of Hard- 


ware Age, 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, New York City 
(Foot of Wall St.. and East River). 





WANTED SALES oa ete ore item for Hardware 
ri —7 cover experience. Address 
1-415, care of Hardware Age, N. Y. C. 





COMMISSION SALESMEN IN EACH STATE for manufacturer ot 
oand tools and hardware Advise 
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Classified Opportunities 








SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





(Foot of Wall St., and East River). 


ROPE SALESMEN WANTED in all territories—100 per cent pure | _SALESMEN WANTED for line of Ash Cans and Tinware. 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, 


care of Harpware AGE, New York City. 


Must have 
following in the house-furnishing, hardware, and department store trade. 
New York City Write line carried and territory covered. Commission. Address Box I-436, 





SALES ACCOUNTS WANTED 


SALES ACCOUNTS WANTED 





LET US 


ABROAD 


pve 





























a 
ee 





SELL your products 


A large and reputable French firm would like to 
obtain the European agency for household and 
hygiene products. 

This company has factories and sales organiza- 
tions organized to handle business with chemists, 
druggists, hardware stores, department stores, 
grocery stores, etc. 

Write Box |-432, care of Hardware Age, 239 West 
39th Street, New York City. 





Conan => OO OL) OO OO Oe eer eer eeseaeemr,r—r—_=w*~n~>™~”’ 
































SALESMAN who now represents one good line of builders’ hardware, 
calling on the better class of retail hardware dealers in Chicago and ad- 


FACTORY REPRESENTATIV E—Having facilities for carrying stock 
is looking for additional lines selling to Hardware and Auto Accessory 


jacent territory, would like one_or two more lines going to similar trade, trade also Manufact Chi d t Cc. M. Sch 2 
2. a? Address Box 7333-A, care Harpware AGE, Otis Bldg., oe Chae . Clem 4 ee ee er 
icago, 








ware Age. 








Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 


or Salesman with some responsible Hardware company. 
And right now some one may be looking for you. 


The best meeting place is in the Classified Opportunities Section of Hard- 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to 


Classified Opportunities Dept. 
HARDWARE AGE, 239 W. 39th St., New York 
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No allowances will be made for errors or failure to insert. 
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BULL@ FROG 


WHEELBARROWS 


It Sells on Looks—on 
Price—and on 
Performance 


The Bull Frog No. 6% Garden Barrow is as outstand- 
ing in value as in appearance. Beneath its attractive 
bright red and neatly stenciled finish is carefully 
selected, seasoned stock that gives it ample strength 
and durability with exceptionally light weight, and 
its large ‘‘Never-Break’’ wheel and short axle assure 
lasting rigidity and ease of running under heavy 
loads. This and other Bull Frog barrows are fully 
described in our new catalog. Write for it. 


THE TOLEDO WHEELBARROW CO. 


TOLEDO, OHIO 
Branch Office and Warehouse: CHICAGO—69 E. Wacker Drive 























No. 201 Night Latch 


Dealers can now get immediate delivery 
of this pépular night latch from all of 
our factory branches. 


GD INDEPENDENTIOCKCO.G> 


FITCHBURG, MASS., U. S. A. 





183 West Lake Street 23 Warren Street 2109 Cass Ave. 
Chicago, IIL New York City Detroit, Mich. 
523 Commerce Street 121 2nd Street 406 Wall Street 
Philadelphia, Pa. Ban Francisco, Cal Los Angeles, Cal 


414 No. Gay 8t., Baltimore, Md. 











21 Pearl Street 













REFILLS? 
ry) D19 Asenes! 
“ay ment: Packed 
\ gross sets: 
1 doz. each of 
y', 5", ¥* 

and %". $9 


eck 


DOMES of SILENCE 


are Nationally Advertised 


Being nationally advertised and well known 
makes them quick sellers. 
good profit also. 


each dome. 


ply you—write us direct. 


We also make all grades of Sliding Casters, Pin 


Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 


You’re sure of a 


Ask your Jobber for Genu- 
ine Domes of Silence and 
look for the name inside of 


If your Jobber cannot sup- 


New York City 








POULTRY NETTING 
Galvanized ate ne 


a = 
y for Profit with | 


es 


weet” 


GaLvANIzED SreeL WIRE CLoTH 
IncAll Grades 
“€Look for the tag, carrying our name, at the end of every roll! 


= The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Stoel Wire Cloth in alt Meshes and Gauges 


New York Chy Ramses he 
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Ho Kansas Gi 
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NEW COM 


are 


HE industrial visitor to Kansas City 
of ten or even five years ago would 
be amazed today at the manufacturin 
Progress in many important lines. 








So fast has industry grown, in 
that not until recent months did 
City know what it had and what i 
to balance industrial growth. 
















Industrial Department thatAt was possible 
to say with accuracy what/markets existed 
here for which there is/no local source 


of supply. 


Now that can beAjone... 




















with accur- 





SAS CITY 


MISSOURI 


NEAREST BY AIR TO EVERYWHERE 


Economical transportation is im- 
portant. You can reach 15 million people 
at lower freight cost from Kansas City 
than from any other metropolis. 





od pred arp lexti i « a he, 
is 





ODITIES 


Ne 





etic 


acy! Kansas City knows its needs in many 
lines .. . knows those products for which 
it pays hundreds of thousands of dollars, 
sometimes millions, to producers in other 
markets. Yet many of those commodities 
can be made profitably in Kansas City. 


Perhaps you are engaged in a line of 
business needed here, and which today 
offers little or no local competition in 
Kansas City.’ ‘“The Book of Kansas City 
Opportunities,” available free to inter- 
ested executives, tells the story. And, in 
addition, if you desire it, a confidential 
survey of the possibilities of the Kansas 
City market for your individual line will 
be made. 





I am interested in this industry: 


K ANS COMMITTEE OF THE CHAMBER OF COMMERCE 





and I attach the coupon to my letterhead as as- 
surance of my interest, without obligation, of 
course. 


Name 





Address 





12729 
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MODEL 12 A— 
SLIDE ACTION 


22-inch Remington steel round bar- 
rel, straight grip walnut stock fitted 
with rubber butt plate. Chambered 
to take without any adjustment .22 
Short, .22 Long and .22 Long Rifle 
cartridges. Magazine holds 15 Short, 
12 Long or 10 Long Rifle cartridges. 
Also furnished for .22 Short car- - 
tridges only, without extra charge. 
Rear sight with screw adjustment 
for elevation and white metal 
bead front sight. Length taken 
down, 25% inches. Weight, 

4% pounds. : ° 

Retail Price, $19.85 




















MODEL 4—SINGLE SHOT 


22',-inch round, tapered barrel. Ac 
curately bored and rifled; forged case- 
hardened frame. Walnut stock and 
fore-end; steel butt plate; automatic 
shell ejector. Chambered for .22 Short, 
.22 Longand.22 Long Rifle cartridges. 
Rear sight with screw adjustment for 
elevation and white metal bead front 
sight. Length taken down, 22 inches. 
Weight,4% pounds. Retail Price, $9.95 


AUTOLOADING 


19-inch Remington steel round 
barrel. Half pistol grip, stock of 
American walnut,steel butt plate. 
.22 Short magazine holds 15 car- 
tridges. .22 Long Rifle magazine 
holds 10 cartridges. (When order- 
ing specifically mention caliber 
wanted, either.22 Short or .22 
Long Rifle.) Rear sight with 
screw adjustment for eleva- 

tion and white metal bead 

front sight. Length taken 

down, 19inches. Weight, 

4% pounds. . P 

Retail Price, $25.45 


MODEL 6— 
SINGLE SHOT 


20-inch round, tapered 

barrel, accurately bored 

and rifled. Walnut stock 

andfore-end; steel butt 

late; automatic shellejector. 

Chambered for .22 Short, .22 

Long and .22 Long Rifle car- 

tridges. Rear sight with screw ad- 

justment for elevation and white 

metal bead front sight. Length taken 

down,20% inches. Weight 3 4 pounds. 
Retail Price, $5.50 


MODEL 24 A— 


Remingtcn 

Kleanbore Car- 

tridges Fn og rust, 

corrosion, and pitting inside 
thebarre|.They are accurateand sure. 


Fast Sellers tor Vacation Trade 


ACH of the rifles shown on this page is a big 
E seller in the summer time. The dealer who sells 
most is the dealer who pushes them for the vacation 
trade. Don’t wait for fall to turn over your stock of 
Remington .22 Caliber Rifles. Everyone who is 
going on an outing, whether for a week or the 
whole season, is a prospect. Fishermen, campers, 
hikers, canoeists, motorists, tourists —sell them all. 

Sell the Model 12 Remington Repeater or the 
Model 24 Autoloader, and don’t forget the moder- 


ately priced single shot Remingtons — Models 4, 
and 6. There is a rifle for every purpose and for 
every pocketbook. 

And of course you won’t overlook Kleanbore am- 
munition. Summer is the time to clean up on Klean- 
bore .22’s. Everybody wants them. No ammunition 
was ever so extensively advertised. No ammunition 
ever had such strong consumer demand. If your 
stock is low, order from your jobber now. Don’t 
submit to substitutions — your customers won't. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway 


New York City 


_ Remington, 











